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ACCUTRONICS, INC. 
A humorous campaign boosts sales of tuning fork oscillators, July, p. 112. 


ACQUISTTIONS, see MERGERS 


ADAMAS CARBIDE CORP. 


How Adamas gets effective promotion ideas from its engineers - with a 
tape recorder, Dec., p. 86. 


ADLER, LEE 
* How to evaluate ‘industrial sales promotion, Feb., p. 9h. 


ADVERTIS ING 
Who does the best industrial advertising? Results of IM survey tell, 
Jane, Pp. 109. 
How advertising serves as insurance; it is effective in retaining 
present customers, Jan., p. 125. 

* Ad budgets going up, annual IM survey shows, Feb., p. 77. 
Mid-America Conference examines advertising techniques, challenges and 
gages with particular application to the market oriented company, 
May, p. 160. 
Rockwell's Daugherty decries profit picture held by public. Outlines 
advertising's role in correcting impression, Oct., p. 171. 
Commerce Dept. booklet on "Self Regulation in Advertising" receiving 
wide distribution, Oct., pe 172. 
Frederic J. Robbins tells why industrial advertising is different from 
consumer advertising, Oct., p. 176. 


ADVERTISING ACCOUNTABILITY 


GMts Gail Smith tells how to make advertising accountable, July, p. 135. 
* How Scott Paper makes advertising accountable, through precise analysis 
and careful budget setting, Aug., p. 75. 
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ADVERTISING AGENCIES 
Copy Chasers pick Dutch advertising agency ad as best 1963 ad, Feb., p. 135. 
13<D television’ vitalizes advertising presentation made by Robinson 
Advertising to Dearborn Chemical Co., Mar., p. 92. 
How do agencies charge for design work? Apr., p. 26. 
* How to get along with your agency (or find a new one if you can't), Apr., p.62. 
Agency-client friction: what to do about it, Apr., p. 68. 
Can an ‘industrial agency' be a success? Apr., pe. 70. 
* Trends in client-agency contracts (includes text of operating agreement 
between Black & Decker and agency, VanSant, Dugdale), Apr., Pp. 73. 
* BBDO regains lead in business paper billings by agencies. IM's annual 
tabulation includes 300 agencies, Apr., p. 78. 
Let agency represent customer views, Marshall Lewis advises 
marketing conference, Apr., p. 152. 
The agency's role in ad budgeting. AIA report, July, p. 72. 
Agency, publisher, advertiser view agency compensation, July, p. 135. 
* Six ways your ad agency can help plan the budget, Aug., p. 78. 
Advertising agencies in Asian markets, Sept., p. 25. 


ADVERTISING BUDGETS, see also MARKETING BUDGETS 
* Ad budgets going up, annual IM survey shows, Feb., p. 77. 
A president eyes the ad budget and explains why it must sometimes be cut 
halfway through its term, AIA report, July, p. 70. 
Setting '‘approvable' advertising plans - six steps followed by U.S. Rubber. 
ATA report, July, Pe 70. 
The agency's role in ad budgeting. AIA report, July, p. 72. 
* What to consider when planning your ad budget, Aug., p. 70. 
* Six ways your ad agency can help plan the budget, Aug., p. 78. 
* How Scott Paper makes advertising accountable, through precise analysis 
and careful budget setting, Aug., p. 75. 
* A guide to industry ad spending by per cent of sales. McGraw-Hill 
Laboratory of Advertising Performance study, Aug., p. 81. 
* Who matches sales goals and ad budgets. Industrial sales executives 
describe their role in planning and administering the budget, Aug., p. 8h. 
* Seven ad managers tell how to sell an ad budget to management, Aug., p. 86. 
* Ad inquiries and ad budgets; how one helps build and sell the 
other, Aug., p. 89. 


ADVERTISING AS A CAREER 
New DMAA careers booklet published in student edition, Feb., p. 148. 


ADVERTISING EFFECTIVENESS, see also ADVERTISING ACCOUNTABILITY 
How advertising serves as insurance to retain present customers, Jan., p. 125. 
How Westinghouse Air Brake got ‘360,000 worth of free advertising in 
supplier ads, Feb., p. 91. 

* How to evaluate effectiveness of industrial sales promotion, Feb., p. 9h. 
Striking insert stops readers, draws inquiries for Nelson Welding, Apr.,p. 82. 
Advertising's contribution to sales (Editorial), May, p. 73. 

Some guidelines for your future ad research, June, p. 113. 

Charting the payoff of industrial ads, AIA report, July, p. 67. 

Semantic roadblocks to ad measurement - a glossary of advertising 

terms is necessary. AIA report, July, p. 76. 

l, views on 2 ad measurement methods presented at AIA conference, July, p. 13. 


ADVERTISING EXPENDITURES 


ABP's 13th annual tabulation of leading business paper advertisers, 
May, pe 218. 
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ADVERTISING GOALS, see ADVERTISING OBJECTIVES 


ADVERTISING MAN-OF -THE-YEAR 
Copy Chasers name Norfolk & Western ad manager, Vernon K. Little as 
Industrial Advertising Man-of-the-Year, Jan., p. 103. Editorial comment, 
Feb., p. 71. 


ADVERTISING MANAGERS, see also ADVERTISING PERSONNEL, MANAGEMENT 'S 

ATTITUDE TOWARD ADVERTISING & MARKETING 
The evolution of the industrial ad manager, Feb., p. 129. 
Ad manager, train your personnel! AIA report, July, p. 76. 
Can ad managers and sales managers ever be friends? July, p. 106. 
Advertising manager is a business man (editorial), Aug., pe. 69. 

* Seven ad managers tell how to sell an ad budget to management, Aug., p. 86. 

Rogue's gallery of industrial ad managers; a humorous but pointed 
description of various types, Sept., p. 10h. 


ADVERTISING OBJECT IVES 
Know your customers! objectives, Wardell urges New York 
t.f. club, Mar., p. 12h. 
What business advertising should be and do, June, p. 85. 
How Goodyear made a fresh start in advertising pay off, June, p. 90. 
TIT's growth feeds on unified advertising, June, p. 97. 
How Bellows-Valvair capitalized on a high-class acquisition, June, p. 100. 
U.S. Rubber follows six steps in setting "approvable" ad plans, 
AIA report, July, pe. 70. 


ADVERTISING & MARKETING INTERNATIONAL NETWORK (AMIN) 
Worldwide help for marketers with new AMIN, Nov., p. 23. 


ADVERTISING PERSONNEL 
Brief summary of results of study of “average” industrial adman 
conducted by AIA Chicago chapter, July, p. 57. 
What industrial admen should know about their jobs and 
themselves. AIA report, July, pe 66. 
Marketing, advertising and public relations executives shift jobs more 
often for a good reason, Kiernan & Co. study shows, Dec., p. 183. 


ADVERTISING FRESENTAT IONS 
'3-D television' vitalizes advertising presentation made by Robinson 
Advertising to Dearborn Chemical, Mare, pe 92. 


ADVERTISING RATES 
Are business paper advertising rates too high? (editorial), Sept., p. 97. 


ADVERTISING RESEARCH, see also MEDIA RESEARCH, READERSHIP 
How advertising serves as insurance; research finds largest proportion 
of ad-readers to be present customers, Jan., p. 125. 
Marketers hear defense by Milton L. Godfrey of computer in 
advertising research, at AMA session, Jan., p. 146. 

* What's g* in business publication advertising readership studies? 

Jane, De Te 
G. M. Basford testing business paper ad exposure to see what chance an 
ad has of being seen by a publication reader, Feb., p. 156. 
You can isolate the effects of advertising, says McNiven in 
AIA speech, Apr., p. 12. 
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ADVERTISING RESEARCH (continued) 
Business paper advertising and the cost of selling as revealed 
in McGraw-Hill's study, June, p. 10). 
Honeywell examines the advertising, sales cost relationship 
based on McGraw-Hill study, June, p. 107. 
Developing the statistics for cost comparisons, study done 
by Dorr-Oliver, June, p. 109. 
How Monsanto builds effective advertising through pre-testing 
and post-testing of its ads, June, p. 110. 
Some guidelines for your future ad research, June, p. 113. 


ADVERTISING & SALES COST RELATIONSHIP 
Business paper advertising and the cost of selling as revealed 
in McGraw-Hill's study, June, p. 10h. 
Honeywell examines the advertising, sales cost relationship based 
on McGraw-Hill study, June, p. 107. 


Developing the statistics for cost comparisons, study done by 
Dorr-Oliver, June, p. 109. 


How Monsanto builds effective advertising through pre-testing and 
post-testing of its ads, June, p. 110. 

Some guidelines for your future ad research, June, p- 113. 

McGraw-Hill study shows marketing costs now "154 of sales, Aug., pe 126. 


ADVERTISING vs. SALES DEPARTMENTS 
Can ad managers and sales managers ever be friends? July, p. 106. 


ADVERTISING & SALES PROMOTION (MAGAZINE) 
Boston agency wins A&SP letterhead contest, Sept., p. 183. 


ADVERTISING STRATEGY 
How Westinghouse Air Brake got ‘360,000 worth of free advertising 
in supplier ads, Feb., p. 91. 
Ad + contest = 8,856 sales for Homelite's new chain saw, Mar., p. 110. 
Marbon Chemical planning assault on die-cast metals market with new 
plastic material, May, p. 7. 
How Ampex advertises to the world, Apr., p. 84. How to organize and 
control overseas advertising, May, p. 87. 
How Carter-Princeton broke into the electronics market, May, p. 130. 
Mid-America conference examines advertising techniques, challenges and 
ae with particular application to the market oriented company, 
May, pe 180. 
How Goodyear made a fresh start in advertising pay off, June, p. 90. 
Business paper ads help create a market for Keystone Steel & Wire, June, p. 9h. 
How one ad by St. Regis Paper told five sales stories to five separate 
prospect groups, July, p. 8h. 
Product vs. capabilities advertising. Checklist tells when to 
use which, Aug., p. 91. 
3M Cc. develops a new look for coated abrasive ads, by using case histories 
describing new uses for the product, Nov., p. 12. 
Market research showed Linde Div. how to communicate better with 
metalworking customers, Nov., pe 153. 
Ads build Trojan's strength to fight the giants in the construction 
industry, Dec., p. 138. 


ADVERTISING VOLUME 
Monthly business paper ad volume, with figures for individual publications: 
Jan. pe 1603 Feb. p. 176; Mar. p..17h; Apr..p. 225; May p. 210; June p. 190; 
July p. 166; Aug. p. 151; Sept. p. 202; Oct. p. 210; Nov. p. 218; Dec. p. 20. 
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ADVERTISING VOLUME (continued) 
ABP told of need to research declining advertising page total, Mar., pe 136. 
Interpublic report says ad volume set record in 1963, will rise 
this year, Mar., pe 12. 
What's happening to tusiness paper advertising? (editorial), Apr., pe 61. 
Business paper ad volume down? Not necessarily, says G. M. Basford, 
Sept., Pe 187. 
Business paper ad dollars set new record; page volume moves up, too. 
Annual study prepared by Angelo Venezian, Nov., pe 22). 


AFRICA 
Machine tool combine aims at Asia, Africa, July, p. 23. 


AGENCIES - for all references to Advertising Agencies, including client 
relations, contracts, selection, etc., see ADVERTISING AGENCIES. 


AIA NEWSLETTER, see also ASSOCIATION OF INDUSTRIAL ADVERTISERS 
JANUARY 
KC, BPA form changes sparked by AIA committee, p. 129. 
AIA records overshwlming support of new constitution, p. 129. 
Honeywell's Dietrich is AIA conference program chairman, p. 129. 
Executive committee covers all bases of AIA affairs in full day meeting, p. 130. 
AFA requests AIA support of conference with legislature, p. 132. 
Regional Planning directors sift, shape, revise AIA course for 
continued growth, p. 132. 
A's, ABP issue booklets on business paper relations, p. 133. 
Northern California chapter elects 196) officers, p. 133. 
All areas of creativity discussed at MARIAC session, p. 13). 
Region #3 exchange on chapter administration scores a hit, p. 155. 


FEBRUARY 

Trade fair ship to promote U. S. products around the world, p. 13. 
BW editors see good year for business, p. 13. 

Two AIA regional conferences planned for mid-April, p. 13. 
Sheppard Awards program underway, p. 143. 

1980's communicators must be educators to motivate prospects, says 
Strenski, p. 145. 

IARI establishes new consultation service, p. 15. 

Chas. Engelhard gets N. J. industrialist of the year award, p. 16. 
Indiana AIA takes over advertising classroom, p. 148. 

DMAA publishes career in direct mail booklet, p. 148. 

Program plans firming up for AIA annual conference, p. 19. 

Use the AJA direct mail handbook for ideas, p. 150. 


MARCH 

Management Services Div. new abstract rings bell, p. 121. 

Regional conferences run gamut from top execs. to students, p. 121. 
'Hot* ad topics on AIA annual conference program, p. 121. 

SKF's Stuart Smith heads BestSeller awards committee, p. 122. 
Chapter achievement awards competition revamped, p. 123. 

Know your customers' objectives, Wardell urges New York t.f. club, p. 
Don't write like ad writers, Weir warns New York chapter, p. 12h. 
AIA board verdict: things are "whirring" at AIA, p. 126. 

Eastern New England chapter orbits 5-point project to promote 
industrial advertising, p. 127. 

HQ mailbox turns up bouquets, p. 128. 
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AIA NEWSLETTER (continued) 


APRIL 

Bestseller awards competition underway, p.137. 

Conference features fast-paced program with multi-subject appeal, p. 137. 
Management Services Division announces 5-day workshop, p. 137. 

IARI second direct mail study released, p. 138. 

Smith Engineering cops Milwaukee chapter awards competition, p. 139. 
Beckman, Parsons win Southern California chapter awards competition, p. 10. 
You can isolate the effects of advertising, says McNiven, p. 112. 

GE's C. K. Emery offers 12 do's and don'ts for space salesmen, p. 113. 

New system set for May billing of chapters, p. 113. 


MAY 

Knnual conference podium spots fill up as speakers' list grows, p. 173. 

ATA establishes committee to act as watchdog over ads, p. 173. . 
Industrial top management study shows conflict in attitudes toward 
advertising, p. 173. 

Seven regional vp's elected; will serve on executive committee, p. 175. 
Progress, stable finances mark AIA executive committee reports, p. 176. 
Management-advertising relation gets going-over at region #3 seminar, p. 179. 
Mid-America conference examines techniques, challenges, strategies, p. 180. 


JUNE 

Program of 2nd annual AIA conference (lists times and events), p. 15. 
AIA spearheads "the cnse for comparability" via task force, p. 146. 

AIA slate of officers to be voted on June 29, p. 148. 

Canada honors 12 Sheppard Award winners, p. 150. 

Denver AIA presents ad awards, p. 150. 

ATA sparks activity on education fronts, p. 151. 

Kiernan Associates compiles averages on readership over 5 years, p. 151. 
Boston alleday seminar tackles "how-to" problems, p. 152. 

More millionaire business paper advertisers in '63, says ABP, p. 152. 


JULY : 

AIK 2nd conference sets attendance record of 900-pluss new president, 
John DeWolf outlines year's program, p. 129. 

Ex-adman tells what to do about management's distrust of admen, p. 130. 
Philadelphia chapter wins top AIA press club award, p. 131. 

GE's Metallurgical Div. wins BestSeller Award, p. 131. 

Advertisers, agencies, publishers explore management's perspective on 
advertising, p. 132. 

What can publicity do for an industrial product? p. 133. 

l, views on 2 ad measurement methods, p. 13h. 

GM's Gail Smith tells how to make advertising "accountable," p. 135. 
Harold Wilt named AIA life member, p. 135. 

Agency, publisher, advertiser view agency compensation, p. 135. 
Buffalo AIA presents ad awards, p. 136. 

Industrial ad day in Detroit examines the next five years, p. 137. 


AUGUST 

Conference quotes, p. 117. , 

Gold mine of ideas in new chapter guide, p. 117. 

AIA Newsletter is official publication of AIA, p. 118. 

Copies of 2nd conference talks available from HQ, p. 119. 

IARI reports on ad scoring, p. 120. 

New AIA chapter officers take over, p. 120. 

Wheel and deal' roaring success as admen solve Gizmo's problem, p. 


-6= 





AIA NEWSLETTER (continued) 


SEPTEMBER 

AIA starts new research service, p. 177. 

Chapters surveyed on programs, p. 177. 

Members renew at record pace, p. 177. 

Amendment to AIA constitution requires vote by chapters, p. 177. 
Regions to hold first meeting, p. 178. 

List of AIA international officers, p. 179. 

Film available to chapters gives trade show information, p. 180. 

Los Angeles fact sheet pays off in telling chapter activities, p. 180. 


OCTOBER 


Plans set for western region conference in San Francisco, p. 169. 

ATA chapter organized in Kansas City, p. 169. 

Rockwell's Daugherty decries public's view of business profit picture, p. 
Oklahoma chapter elects officers, p. 172. 

Commerce Dept. booklet on "Self-regulation in advertising" gets wide 
distribution, p. 172. 

J. W. Dolson forms creative industrial advertising committee to examine 
AIA's role, p. 173. 

ANA reports need for trade show audit, p. 173. 

Pittsburgh chapter takes members! pulse, p. 17). 

Management must set direction for market development, "wire in" admen 
on planning, p. 17h. 

IARI sets fall forums, p. 175. 

ABP marketing film available, p. 175. 

Distributors laud and criticize advertising and promotion, p. 175. 

Why industrial advertising is different, p. 176. 

Denver chapter elects new officers, p. 176. 

Albany chapter holds election, p. 176. 


NOVEMBER 

MARIAC to put management communication under scrutiny, p. 191. 

AIA 3-part drive for members uses ads, direct mail, chapter aids, p. 191. 
Research newsletter scores hit, p. 191. 

Hartford chapter president comments, p. 192. 

Definitions of business publications’ audiences needed, 

George Robertson tells ARF, p. 193. 

ARF conference quotes, p. 19. 

ABP pilot finds study of publications’ audiences 'feasible but expensive’ p.1%, 
Companies must have anti-trust policy, Thomas tells San Fran. chapter, p. 197. 
HQ research service scores hit with members needing help, p. 198. 

ABP-NBP merger awaits o.k. by members, p. 198. 


DECEMBER 


Sub-committee's position paper available to interested groups, p. 167. 

MARIAC speakers stress marketing's role for companies and ad managers, p. 167. 
ist West Coast AIA conference probes vital industrial ad subjects, p. 167. 
AIA survey and seminar point up industrial ad personnel problems, p. 169. 
Industrial advertising 'in doldrums' W. T. Okie tells N.Y. chapter, p. 170. 
Christian outlines computer's future influence in advertising, for 

Pittsburgh chapter, p. 173. 

IARI forum quotes, p. 173. 





ALEXANDER, FRED C. 
* Is industrial marketing ready to 'go consumer! in its approach? Dec., p. 7h. 


ALLIS-CHALMERS MFG. CO. 
How A-C decides on trade shows - and how the company plans carefully to 
get the most out of each show, Oct., p. 138. 


AMERICAN BUSINESS PRESS 
APP and NBP formally merge to become American Business Press, Nev., p. 79 
(editorial) ’ 198, 200... 


AMERICAN MACHINE & FOUNDRY 
A look at six top-notch sales promotion programs, Jan., p. 7h. 


AMERICAN MARKETING ASSOCIATION 
Scope of market research documented by AMA report, Jan., p. 1,0. : 
AMA told what is needed to support field sales force, July, p. 10. 


AMERICAN-STANDARD CONTROLS DIVISION 
Double duty ad introduces building valves for A-S, Dec., p. 140. 


AMERICAN-STANDARD INDUSTRIAL DIVISION 
A look at 6 top-notch sales promotion programs. Describes A-S's program to 
introduce new product, Jane, pe 7h. 


AMPEX CORPORAT ION 
How Ampex advertises to the world, Apr., p. 84. How to organize and 
control overseas advertising, May, pe 87. 


ANACONDA ALUMINUM CO. 
Anaconda Aluminum's tiger roars out a sales message to sell a new 
packaging concept, May, p. 93. 


ANDERSON, GLENN L. 
New direct mail twist doubles enrollment in short-term course for 
engineers at the University of California, May, p. 82. 


ANTI-TRUST 
Companies must have anti-trust policy, R. J. Thomas tells AIA chapter, 
NOV.e, Pe 196. 


ARCHITECTS 
Increasing architects' awareness of your building product. Coordinated 
promotion campaign does it for Pittsburgh Corning, Dec., p. 13h. 


ARMOUR CCATED PRODUCTS & ADHESIVES CO. 
How Armour made a name for itself and its adhesives by using case history 
ads, Nove, Pe 135. 


ARMSTRONG CCRK CO. 
'Blitz* campaign launches Armstrong Luminaire ceiling system, Apr., p. 88. 


ARNESS , KEATON (a pseudonym) 
Rogue's gallery of industrial ad managers; a humorous but pointed 
description of various types, Sept., p. lO. 


ARTWORK 
How do agencies charge for design work? Apr., Pe 26. 


Bo 





ASTA 
Machine tool combine aims at Asia, Africa, July, p. 23. 
Advertising agencies in Asian markets, Sept., p. 25. 


ASSOCIATED BUSINESS PUBLICATIONS 
List of winners of ABP editorial awards, Feb., p. 153. 
ABP told of need to research declining advertising page total, Mar., p. 136. 
'New era of good feeling’ may lead to joint ABP-NBP promotion of business . 
paper advertising, Apr., p. 17. 
How ~~ won the top awards in ABP's 22nd annual competition, 
May, p. 96. 
ABPts 13th annual tabulation of leading business paper advertisers, May, p. 218. 
Discussion of proposed merger between ABP and NBP, June, p. 71. 
John P. Kelley elected first member of ABP's Advertising Effectiveness Hall 
of Fame, June, p. 175. 
ABP pilot study finds survey of publications! audiences 'feasible but 
very expensive,' Nov., p. 196, 202. 
ABP and NBP formally merge to become American Business Press, Nov., 
(editorial) p. 79, 198, 200. 


ASSOCIATION OF INDUSTRIAL ADVERTISERS, see also AIA NEWSLETTER 
AIA Media Data Form saves work for all; a plea for its use, Feb., p. 131. 
Your association is a catalyst (editorial), July, p. 65. 
Report of 2nd annual conference. Includes eight reports, July, p. 66. 
Metallurgical Products Div. of GE wins AIA BestSeller Award, July, p. 131. 
Sid Bernstein asks for shorter business sessions and the revival of 
the joint publishers party at the AIA Conference, Sept., p. 16h. 


ASSOCIATION OF NATIONAL ADVERTISERS 
Ideas for ad campaigns and advertising research presented at 3rd annual 
ANA Business Paper Advertising Seminar. 11 articles, June, p. 8k. 
ANA moves to set up trade show audit, Oct., p. 79, 173. 


ASSOCIATIONS, see TRADE ASSOCIATIONS 


ATCHM ELECTRONICS 
New twist in telephone selling called Dial-for-Data a success, Feb., p. 100. 


AUDIO-VISUAL AIDS, see also FILMS 
18 ways to show and demonstrate industrial products, Mar., p. 81. 
Home-made movies clear sales obstacles by reducing the number of sales 
calls needed by Barry Hyman Co., May, p. Ol. 
Flexible slide presentation spurs International Heater's distributor 
activity, Nov., pe 90. 


AUDIT BUREAU OF CIRCULAT IONS 
ABC plans a calm observance of its 50th anniversary, Oct., p. 178. 


AUDITS 
Can advertisers use detailed circulation data, BPA is asked at 
Chicago meeting, Apr., p. 156. 
ANA moves to set up trade show audit, Oct., p. 79, 173. 
Why aren't more publications audited? (editorial), Oct., p. 103. 


AUTOMATIC ELECTRIC CO. 
Should you be training your customers? Mar., p. 112. 


AUTOMATION, see COMPUTERS 
<a 





AWARDS 
IM names jury of awards in market research competition, Jan., p. 73. 
Copy Chasers name Norfolk & Western ad manager, Vernon K. Little as 
Industrial Advertising Man-of-the-Year, Jan., p. 103. Editorial 
comment, Feb., p. 71. 
Name winners of ABP editorial awards. List of 2h winning business 
papers given, Feb., p. 153. 
How seven campaigns won the top awards in the 22nd annual ABP 
competition, May, pe 96. 
John P. Kellty elected first member of ABP's Advertising 
Effectiveness Hall of Fame, June, p. 175. 
Help someone win a medal and $1,000 (IM's industrial marketing 
research competition), Auge, p. 10k. 
Top DMAA awards go to industrial firms, Nov., p. 205. 
IM honors business papers in 26th editorial competition. List of 
winners, comments by judges, Dec., p. 81. 


BADGER METER MFG. CO. 
Effective way to reach budget-conscious buyers in municipal 
governments. Through re-manufacture, Badger Meter finds a way, Sept., p. 156. 


BAIRD, JAMES F. 
* Building a marketing library, May, p. 77. 


BARRY, JOHN W. 
How industrial salesmen are paid, Mar., p. 73. 


G. M. BASFORD CO. ee: 
G. M. Basford testing business paper ad exposure to see what chance an ad 
has of being seen by a publication reader, Feb., p. 156. 
Business paper ad volume down? Not necessarily, says Basford, Sept.,p. 187. 


BASIC PRODUCTS CO. 
One plus one equals one, What happened when the marketing functions of 
Basic Products Corp. and Lindberg Engineering merged, Nov., p. 10k. 


BEAUDETTE, R. A. 
A new approach to defining electronics markets - the "total 
measurement" cencept, May, p. 122. 


BELL & GOSSET 
A look at six top-notch sales promotion programs, Jan., pe 7h. 


BELLOWS-VALVAIR DIV. 
How Bellows-Valvair capitalized on a high-class acquisition, June, p. 100. 


BENEDICT, COURTNEY S. 
* The case for pre-filed catalogs, Oct., p. 11k. 


BERENSON, CONRAD 
When to kill sick products and end their drain on profit, Sept., pe 98. 


SID BERNSTEIN SAYS 
How advertising serves as insurance, Janey pe 125. 
Standardized media data form saves work for all, Feb., p. 131. 
It pays to stick to your knitting; do not allow partisan politics to enter 
into business meetings, Mar., p. 119. 
Business has ethical problems - examples, Apr., p. 125. 





SID BERNSTEIN SAYS (continued) 
Some inside dope on business papers, June, pe 15h. 
Help someone win a medal and $1,000, Auge, pe 10k. 
No one asked me =~ so I'll tell you. Some flaws in the AIA conference, 
Sept., Pe 164. 


BIBLIOGRAPHIES 
* Building a marketing library, May, p. 77. 


BINGO CARDS, see INQUIRIES 
BLACK & DECKER MFG. CO. 


* Trends in client-agency contracts (includes text of operating agreement 
between Black & Decker and agency, VanSant, Dugdale), Apr., pe 73. 


BLAW-KNOX CO. 
Regional cooperative ads pave way for Blaw-Knox sales, Dec., p. 128. 


BLOOMQUIST, FRANK 
Telephone survey helps Dodgen build sales. Results in needed market 
research information as well as low-cost sales leads, Nov., p. 80. 


BOOK REVIEWS 
The Relations Explosion, by William Safire, Feb., p. 175. 
Call to Market, by Cliff Knoble, Feb., p. 175. 
Selling Ideas That Work, published by The American Salesman, Feb., pe 175. 
International Handbook of Advertising, earted by S. Watson Dunn, Mar., p. 162. 
The Surest Way to a Sale, by Joseph Rothman, Mar., p. 162. 
Technical Meetings Index, published by Technical Meetings 
Information Service, Mar., p. 163. 
Films for the Sales Promotion Executive, 3rd edition, published by 
Advertising & Sales Promotion. Mar., p. 163. 
Getting through to People, uy Jesse Nirenberg, Apr., p. 186. 
The Advertising Agency Business, by Kenneth Groesbeck, Apr., p. 186. 
Directory of Directors, published by The Financial Post, Apr., p. 187. 
Industrial Marketing Research (British) by Stacy and Wilson, Apr., p. 187. 
Distribution Channels for Industrial Goods, by Wm. M. Diamond, May, p. 208. 
The Business Press in America: 1750-1665, by David P. Forsyth, May, p. 208. 
Report of the 35th Boston Conference on Distribution, May, p. 209. 
196 Manufacturers’ Agents' Guide, published by Manufacturers’ Agent 
Publishing Co., May, pe 209. 
Marketing: The Firm's Viewpoint, by Otteson, Panschar & Patterson, June, p.188. 
Writing and Communicating in Business, by J. Harold Janis, June, p. 188. 
Subject Headings, compiled by Christianson and Strable, July, p. 165. 
Basic Marketing: Concepts, Environment and Decisions, by Cundiff and Still, 
July, Pe 165. 
Common Sense in Letter Writing, by Wm. H. Butterfield, July, p. 165. 
A Guide to the Effective Training of Salesmanpower, by R. S. Schultz, July,p.165 
Incentive Value of the Investment Credit, the Guideline Depreciation ystem 
and the Corporate Rate Reduction, by George Terborgh, Aug., p. 149. 
The Four Government Markets, compiled by Joseph W. Nicholson, T. J. Nammacher, 
and others, Aug.e, pe 149. 
Self-Regulation in Advertising, published by the U. S. Govt., Aug., p. 150. 
An olen to the Implementation of Long Range Planning, by J.J. Keeffe, 
Auge, pe 150. 
Training Sales Engineers, by E. Patrick McGuire, Sept., p. 200. 
How to Tailor Your Sales Organization to Your Markets, by Merrill DeVoe, 
Sept., pe 200. 
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BOOK REVIEWS (continued) 
Sales Promotion Handbook, lth edition, published by Dartnell Corp., Sept. p.20L 
Cases and Other Materials for the Teaching of Multi-national Business, | 
published by Harvard University, Sept., p. 201. 
The Statistical Abstract of the United States - 196, published by the U. S. 
Government, Octe, Pe 209. 
The 1965 Chicago Marketing Directory, published by Manufacturers! News, 
Octe, Pe 209. 
"Marketing: Canada", compiled and edited by Isaiah A. Litvak and B. E. Mallen, 
DeCey Po 202. 
"Marketing: Changes and Exchange", compiled and edited by H. C. Barksdale, 
Dece, Pe 202. 
Direct Mail and Mail Order Handbook, by Richard S. Hodgson, Dec., ps. 203. 
Bacon's Publicity Checker, 1965 edition, available from Bacon's Clipping 
Bureau, Dec., pe. 203. 


BOOZ, ALLEN & HAMILTON 
U. S. companies expand foreign activity, a continuing study (in its fourth 
year) shows, Feb., p. 162. 


BRESKIN PUBLICATIONS 
Breskin Publications merges with McGraw-Hill, Jan., pe. 15. 


BRULE INCINERATCRS 
Brule advertises the results instead of the product. ABP winner, May, p. 100. 


BRYER, JACK E. 
* Finding and hiring good manufacturers! reps, Jane, pe. 92. 
* How to write manufacturer-agent agreements, Feb., pe 120. 


BUESCHEL, RICHARD M. 


One sure way to get your catalogs read. Spiroid contest induces engineers to 
read catalog on new product, Oct., p. 116. 


BUILDING MATERIALS, see CONSTRUCTION MARKET 


BURROUGHS, H. E. 
Do you * need @ promotional film 'bank'? Marbon Chemical has one and 
finds it saves money, Oct., pe. 126. 


BUSINESS FORECASTS, see FORECASTS 


BUSINESS PAPERS, see also MEDIA DATA 
Six experts discuss the business press, Jan., pe 80. 
Breskin Publications merges with licGraw-Hill, Jane, pe 145. 

* What's new in business publication advertising readership studies? A listing 
of publications offering studies in 1964, Jan., pe 167. 
Agencyman Roger Purdon suggests using top creative talent for business paper 
ads on trial basis, Feb., ps 152. 
G. M. Basford testing business paper ad exposure to see what chance an ad has 
of being seen by a publication reader, Feb., p. 156. 
Business paper editors are different. (editorial), Mar., p. 65. 
ABP told of need to research declining advertising page total, Mar., pe 136. 
McGraw-Hill and S.R.D.S. discussing joint ad measurement venture, Mar., p. 152. 
What's happening to business paper advertising? (editorial), Apr., p. 61. 

* BBDO regains lead in business paper billings by agencies. IM's annual 
tabulation includes 300 agencies, Apr., p. 78. 
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BUSINESS PAPERS (continued) 

'New era of good feeling! may lead to joint ABP-NBP promotion of 

business paper advertising, Apr., p. 17. 

Can advertisers use detailed circulation data, BPA asked at Chicago 

meeting, Apr., pe 156. 

Business publication guide. List of 2200 U. S. publications giving name, 
address, circulation and rate information, Apr., pe 189. 

ABP's 13th annual tabulation of leading business paper advertisers, May, p. 218. 
What business advertising should be and do, June, p. 85. 

Ideas for advertising campaigns and advertising research presented at 3rd 
annual ANA Business Paper Advertising Seminar, 11 articles, June, p. 8h. 
Texas Instruments maps the way to management's mind by using research to 
determine new buying influences, June, p. 87. 

How Goodyear made a fresh start in advertising pay off, June, p. 90. 

Business a ads help create a market for Keystone Steel & Wire Co., 

June, Pe Wy. 

Company's growth feeds on unified advertising, ITT believes, June, p. 97. 
How Bellows-Valvair capitalized on a high-class acquisition, June, p. 100. 
Business paper advertising and the cost of selling as revealed in McGraw-Hill's 
study, June, p. 10h. 

How Monsanto builds effective advertising through pre-testing and 
post-testing of its ads, June, p. 110. 

Some guidelines for your future ad research, June, p. 113. 

Some inside dope on readership of business paper ads, June, p. 154. (See AIA 
Newsletter, June, p. 151.) 

Are business paper advertising rates too high? (editorial), Sept., pe 97. 
Business paper ad volume down? Not necessarily, says Basford, Sept., p. 187. 
Why aren't more publications audited? (editorial), Oct., p. 103. 
- 175 business publications offer readership studies in 1965, Nov., p. 95. (Part 
2; Janes 1965, Pe 113. 

Definitions of business publications! audiences needed, George Robertson 
tells ARF, Nov., pe 193. 

ABP pilot study finds survey of publications! audiences 'feasible but very 
expensive', Nove, p. 196, 202. 

Business paper ad dollars set new record; page volume moves up, too. Annual 
study prepared by Angelo Venezian, Nov., p. 22h. 

IM honors business papers in 26th editorial competition, Dec., p. 81. 

Know the editorial product; be familiar with a business paper before you ad- 
vertise in it (editorial), Dec., pe 69. 


BUSINESS PUBLICATIONS AUDIT OF CIRCULATION 
Can advertisers use detailed circulation data, BPA asked at Chicago meeting, 
Apr., Pp. 156. 


BUYING INFLUENCES, see PURCHASING 


CAHNERS PUBLISHING COMPANY 
Cahners purchases Watson Publications, Oct., p. 178. 


CANADA 
Economic nationalism in Canada = marketing myth, Nov., p. 88. 
Metalworking in Canada - a glimpse at the ;jj billion market and opportunities 
for U. S. businessmen, Nov., p. 168. 


CAPITAL SPENDING 
Capital spending barometer is up, according to McGraw-Hill (editorial), 
Janey De 69. 
McGraw-Hill revises capital spending estimates upward, Apr., p. 150. 
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CAPITAL SPENDING (continued) 
SEC sees record capital spending this year, Apr., p. 150. 
McGraw-Hill capital spending estimate goes up--again, June, p. 163. 
Iron Age predicts continued strong capital spending, July, p. 13. 
Overseas spending of U. S. firms for equipment and property to hit $4.5 
billion in '6l, according to McGraw-Hill, Sept., p. 182. 
Capital spending to continue rise, according to McGraw-Hill, Dec., pe 49. 


CAREER IN ADVERTISING, see ADVERTISING AS A CAREER 


CARTER =PRINCETON 
How C-P broke into the electronics market, May, pe 130. 


CARTOONS 
Business paper ads help create a market for Keystone Steel & Wire, June, p. 9k. 


CASE HISTOR IES 
How Westinghouse Air Brake got $60,000 worth of free advertising in 
supplier ads, Feb., p. 91. 
How Armour used case history ads to make a name for itself and its coated 
abrasives, Nov., pe 135. 
3M Company develops a new look for coated abrasive ads, by using case histories 
describing new uses for the product, Nov., p. 12. 
Striking case histories gain recognition for Timken Roller Bearing, Nov. p. 161. 


CATALOGS 
Henry G. Thompson & Son Co. provides its distributors with free help in 
compiling product directories, July, p. ll. 
At International Harvester catalogs do a real sales job, Oct., p. 105. 
Microfilm catalogs: a status report, Oct., p. 108. 

* The case for 'pre-filed' catalogs, Oct., pe 11h. 


One sure way to get your catalog read. Spiroid contest induces engineers to 
read catalog on new product, Oct., p. 116. 


CHAPMAN, DAVID J. 
How Ampex advertises to the world, Apr., p. 8. 
How to organize and control overseas advertising, May, p. 87. 


CHILTON CO. 
Introduce new inquiry processing service, Jane, pe. lhe 


CINCINNATI LATHE & TOOL CO. 


Triple threat movie sells new metalworking machine for Cincinnati Lathe & 
Tool, Nov., p. 149. 


CLOSED CIRCUIT TELEVISION 
TV brings research center to Republic Steel prospects at trade show, Feb. p. 109. 


COLLEGES 
New airect mail twist doubles enrollment in short-term course for engineers 
at University of California, May, p. 82. 


COLLEY, RUSSELL 
Semantic roadblocks to ad measurement, AIA report, July, p. 76. 


COLUMBIA UNIVERSITY 
Columbia U. to study industrial sales methods in 5«year project, Mar., pe 142. 
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COMPUTERS 
Computer's impact on marketing, Jan., p. 7. 
Marketers hear defense by Milton L. Godfrey of computer in advertising 
research, at AMA session, Jane, pe 16. 
The role of computers in industrial marketing and advertising, Apr., p. 51. 
Field salesmen linked to computers by the Data-Verter System, July, p. 53. 
Computer's role in marketing, Aug., pe 53. 
Will computers set your next media plan? Dec., p. 78. 
Richard C. Christian outlines computer's future influence in advertising, 
Dece, Pe 173. 


CONOVER-MAST PUBLICATIONS 
C-M acquires four food magazines, Aug., p. 126. 


CONSENSUS 
Six experts discuss the business press, Jane, p. 80. 
The evolution of the industrial ad manager, Feb., p. 128. 
Sales meetings: are they worth it? Mar., p. 90. 
Agency-client friction - what to do about it, Apr., p. 68. 
The market research man: where is he going? May, pe 80. 
Can ad managers and sales managers ever be friends? July, p. 106. 
Who matches sales goals and ad budgets? Aug., p. 8h. 
How to get more from market research, Sept., p. 110. 
Economic nationalism in Canada - marketing myth, Nov., p. 88. 
Will computers set your next media plan? Dec., pe 78. 


CONSTRUCTION MARKET 
Construction unit exports growing, Dec., p. 21. 

* IM key market study: construction. Inside an 381-90 billion market. Article 
defines and measures the market and tells how to sell to it, Dec., p. 97. 


Neededg marketing aid for construction machinery distributors, Dec., p. 11). 
Changing a sales concept to meet changing markets. How Hauserman met the 
challenge in a declining construction market, Dec., p. 120. 

Weyerhaeuser and dealers form marketing partnership with ‘registered home! 
program, Dece, Pe 123. 

Regional cooperative ads pave way for Blaw-Knox sales, Dec., p. 128. 

‘Proof! sheet newsletters blanket construction field for Olin Mathieson, 

Dec., pe 130. 

Increasing architects' awareness of your building product. Coordinated 
promotion campaign does it for Pittsburgh Corning, Dec., p. 13h. 

Ads build oo strength to fight the giants in the construction industry, 
Dec., Pe 135. 

Double ee ad introduces high-rise building valves for American-Standard, 
Dec., Pe 0. - 

Associations can help in construction marketing. How the Perlite Institute 
helped member companies develop and promote a new building product, Dec., p. 1,3. 
Available construction market data - list of sources, Dec., p. 15. 

List of associations serving the construction industry, Dec., p. 152. 

List of 175 business publications serving the construction field, Dec., p. 153. 


CONSUMER ADVERTISING & MARKETING 
Frederic J. Robbins tells why industrial advertising is different from 
consumer advertising, Oct., p. 176. 

* Is industrial marketing ready to 'go consumer'? Dec., p. 7h. 


CONTESTS 
Dow's unusual contest honors ad 'experts', Jane, pe 86. 
Ad + contest = 8,856 sales for Homelite's new chain saw, Mar., p. 110. 
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CONTESTS (continued) 
Value of sales contests sparks debate on incentives, Apr., p. 122. 
One sure way to get your catalog read. Spiroid contest induces engineers 
to read catalog on new product, Oct., p. 116. 


CONTRACTS 

* How to write manufacturer-agent agreements, Feb., p. 120. 

* Trends in client-agency contracts (includes text of operating agreement between 
Black & Decker and its agency, VanSant, Dugdale), Apr., pe 73. 

* Who does what in promotional films? Tells responsibilities of the sponsor 
and the producer, and gives a sample contract form, Oct., p. 119. 


CONTROLS COMPANY OF AMERICA 
How CCA built its own market overseas, Mar., p. 100. 


COONS, HAROLD L. 
Business paper ads help create a market for Keystone Steel & Wire Co,, 
June, Pe Sh. 


COOFER, PAUL R. 
Can an ‘industrial agency' be a success? Apr., pe 70. 


COOPERATIVE ADVERTISING 
Co-op ads pose dilemma for distributor, Chicago AIA told, Feb., p. 156. 
Regional cooperative ads pave way for Blaw-Knox sales, Dec., p. 128. 


COPY, see also COPY CHASERS, WHICH AD ATTRACTED MCRE READERS? 
Don't write like ad writers » Weir warns New York AIA chapter, Mar., p. 12h. 
Striking insert stops readers, draws inquiries for Nelson Welding, Apr., p. 82. 
How ne campaign won the top ABP awards in its 22nd annual competition, 
May, pe 96. 
What ‘editorial! ads can and can't do in the the experience of U. S. 
Industrial Chemicals, AIA report, July, p. 7h. 
Double ee ad introduces high-rise building valves for American-Standard, 
Dece, Pe 0. 


COPY CHASERS 
Select Norfolk & Western Railroad's Vernon K. Kittle as the Adman-of-the-Year, 
Jane, Pe 103. 
Four runners-up in the Adman-of-the-year competition, Jane, p. 112. 
A last look backward at interesting ads from 1963, Feb., p. 13h. 
Practice what you preachs a look at new product ads, Mar., p. 131. 
To get attention, shout - or is there a better way? April, p. 127. 
Scrutiny of varied ads finds little to praise, May, p. 159. 
High readership score doesn't make a good ad, June, p. 135. 
Are one-two headlines losing their punch? July, p. 121. 
'You asked for it,' say our ad critics. Readers submit ads for comments, 
Augesy Pe 109. 
Pity the design engineer; many ads are not addressed to the right audience, 
Sept., pe 166. 
Ask a foolish question: get a foolish answer. Question headlines do not lead 
to good answer copy, Oct., p. 160. 
Few ads can survive this withering scrutiny: a British ad critic joins Copy 
Chasers! ranks, Nov., p. 183. 
Simplicity, 'Interestingness' mark high-scoring ads, Dec., p. 157. 
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CORNELL-DUBILIER ELECTRONICS 


CDE makes it easy for design engineers to specify components by providing 
them with charts, May, p. 12. 


CORPORATE IMAGE 
IfT's growth feeds on unified advertising, June, p. 97. 


COWLES, ARTHUR W. 
* Six ways your ad agency can help plan the budget, Aug., pe 78. 


CREATIVITY 
All areas of creativity discussed at all-day MARIAC session, Jan., pe 13h. 


CREDIT & FINANCING 
Factoring offers credit protection in international trade, June, p. 27. 


CUMMINS ENGINE CO. 
A look at 6 top-notch sales promotion programs, Jane, pe The 


CUMMINS, ROBERT V. 
How P. Re Mallory measured a trade show by mail, Oct., p. 13h. 


CUSTOMER RELATIONS 


Top level attitude guides change in market strategy from production orienta- 
tion to customer orientation, Oct., p. 148. 

Production workers tour customer plants to learn views of GE customers, 
NoVe, Pe 936 


CUSTOMER SERVICE 
Cornell-Dubilier Electronics makes it easy for design engineers to specify 


components by providing them with charts, May, p. 12. 
Perils of customer service told at NICB conference, Dec., pe 177. 


CUSTOMER TRAINING 


Should you be training your customers? How Automatic Electric does it, 
Mar., pe 112. 


Two companies remodel schools for sales and customer training programs, 
Apre, Pp. 91. 


DAVIS, FRANK E., UR. 


How to sell steel mills to the men at the top = Koppers Co. manufactures 
complete facilities and markets them to industry's top management, Nov. p. 130. 


DAYTON PERFORATORS INC. 
Two companies remodel schools for sales and customer training programs, 


Apres Pe 91. 

DEALERS 
Weyerhaeuser and dealers form marketing partnership with 'registered home! 
program, Dec., pe 123. 

DEARBORN CHEMICAL CO. 


'3-D television' vitalizes advertising presentation made by Robinson 
Advertising to Dearborn Chemical, Mar., pe 92. 


DE-STA-CO 
Handbook describes product and its many applications, Mar., p. 9h. 





DIETRICH, A. 0. 
Honeywell examines the advertising, sales cost relationship based on 
McGraw-Hill study, June, p. 107. 


DIRECT MAIL, see also SAMPLING 
AIA Direct Mail Handbook good source of ideas, Feb., p. 150. 
IARI second direct mil study released, Apr., p. 138, 16h. 
New direct mail twist doubles enrollment in short-term course for engineers 
at the University of California, May, p. 82. : 
Three-pronged sample mailer tells architects about Glen-Gery brick, Oct. p.15h, 
Van Products Company uses 'meetings-by-mail' to inform its widely scattered 
distributor salesmen of product developments, Oct., p. 156. 


DIRECT MAIL ADVERTISERS ASSOCIATION 
New DMAA careers booklet published in student edition, Feb., p. 18. 
Top DMAA awards go to industrial firms, Nov., p. 205. 


DISTRIBUTORS & DISTRIBUTION 

Distribution managers form National Council of Physical Distribution 
Management, Feb., p. 9. 
Co-op ads pose dilemma for large distributor, Chicago AIA told, Feb., p. 156. 
Distributors need more promotion to build profits, Southern Industrial | 
Distributors Assn. told, Mar.,p. 153. 
Discounts and other devices build distributor stocks, May, p. 90. 
Comprehensive portfolio woos qualified distributors for Furnas Electric, 
June, pe 122. 
Distributors told how to determine market potentials, June, p. 158. 
Henry G. Thompson & Son Co. provides its distributors with free help in 
compiling product directories, July, pe lh. 
Are distributors ignoring the 'nuts-and-bolts' items? Septe, p. 36. 
GE educates distributors with teaching 'machines,' Sept., pe. 115. 
Edwards Co. uses only distributors to sell its electrical equipment to all 
levels of government, Sept., p. 19. 
Van Products Co. uses 'meetings-by-mail' to inform its widely scattered 
distributor salesmen of product developments, Oct., pe 156. 
Flexible slide presentation spurt International Heater's distributor 
activity, Nov., pe 90. 

* Warner Electric Brake & Clutch uses a simple approach to sell a complex 
product through distributors, Dec., pe 70. 
Needed: marketing aid for construction machinery distributors, Dec., p. 11h. 
Regional cooperative ads pave way for Blaw-Knox sales, Dec., pe 128. 


DODGEN INDUSTRIES 


Telephone survey helps Dodgen build sales. Results in needed market research 
information as well as low-cost sales leads, Nove, pe 80. 


DORR=-OLIVER CO. 
Dorr-Oliver presentation brings pumps to customer's front door, Feb., p. 102. 


Developing the statistics for cost comparisons, study done by Dorr-Oliver, 
June, pe 109, 


DOW CHEMICAL CRP, 
Dow's unusual ad contest honors ad texperts,' Jan., p. 86. 


DUNNING, HARRISON F. 
Ad manager, train your personnel! AIA report, July, p. 76. 
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EARLEY, ARTHUR E. 
Some guidelines for your future ad research, June, p. 113. 


EDITORIAL STYLE ADS 
What ‘editorial’ ads can and can't do in the experience of U. S. Industrial 
Chemicals. AIA report, July, p. 7h. 


EDITORIALLY SPEAKING 
Capital spending barometer is up, Jane, Pp. 69. 
Railroad advertising gets a hand, Feb., p. 71. 
Business paper editors are different, Mar., p. 65. 
What's happening to business paper advertisinz? Apr., p. 61. 
Advertising's contribution to sales, May, p. 73. 
Industrial salesman isn't vanishing, June, p. 83. 
Your association is a catalyst, July, p. 65. 
Advertising manager is a business man, Auge, Pe 69. 
Are advertising rates too high? Sept., p. 97. 
Why aren't more business publications audited? Oct., p. 103. 
It's the American Business Press (ABP-NBP merger), Nove, Pe 79 
Know the editorial product, Dec., p. 69. 


EDWARDS CO. 
Edwards aims at all government levels, Sept., p. 19. 


ELECTRICAL UTILITIES 


Company presidents tell how advertising helps sell to electrical 
utilities, June, p. 170. 


ELECTRONIC DATA PROCESSING, see COMPUTERS 


ELECTRONICS INDUSTRY 
Electronics market growing in Europe, May, p. 25. 
Electronics: baffling, bustling, burgeoning market. The scope of the market 
and the industry is defined from several points of view, May, p. 107. 
A new approach to defining electronics markets. Author uses "total 
measurement" concept, wherein the entire electronics market is placed in a 
Single, unified circular framework, May, p. 122. 
How a brand new company, Carter-Princeton, broke into the electronics market, 
May, pe 130. 
Cornell-Dubilier Electronics makes it easy for design engineers to specify 
components , May , Pe 142. 
Electronic vs. mechanical controls: how Veeder-Root sold the bulk petroleum 
industry an automated system, May, pe 17. 
Available electronics market data, May, pe 150. 
List of trade associations serving the electronics industry, May, pe 155. 
List of G business publications directly serving the electronics industry, 
May, pe 155. 


EMHARDT, JOHN F. 


Vidmar movie turns out to be versatile sales and sales training tool, 
Octe,s Pe 128. 


ENCYCLOPEDIA OF MARKETING 


* Finding and hiring good manufacturers! reps, by Bryer, Jane, Pe 92. 
* How to write manufacturer-agent agreements, by Bryer, Feb., p. 120. 
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ENGINEERS 
New direct mail twist doubles enrollment in short-term course for 
engineers at the University of California, May, p. 82. 
What does an engineer look for in ads? Not what most advertisers. offer, say 
the Copy Chasers, Sept., p.: 167. 
How eons mae Corp. gets effective promotion ideas from its engineers, 
DeCey Pe SO. 


EQUIPMENT LEASING, see LEASING PLANS 


ETHICS 
Is this salesman's conduct unethital? Feb., p. 26. 
Business has ethical problems (study done by Chemical Engineering), Apr. p.125. 


EUROPE 
Electronics market growing in Europe, May, pe 25. 


EXHIBIT SURVEYS (an organization) 
Measurement of trade show value begun by Exhibit Surveys, June, p. 63. 


EXPORTS, see FOREIGN TRADE, INTERNATIONAL ADVERTISING 


FACTORING, see CREDIT & FINANCING 


FAIRS, see TRADE SHOWS & EXHIBITS 


FARRELL, H. J. 
How Armour used case history ads to make a name for itself and its coated 
abrasives, Nov., p. 135. 


FIELD SALESMEN, see SALESMANSHIP, SELLING, DISTRIBUTORS & DISTRIBUTION 


FILMS . : 
A look at 6 top-notch sales promotion programs, Jane, pe 7h. 

* Who does what in promotional films? Tells responsibilities of the sponsor 
and the producer, and gives a sample contract form, Oct., p. 119. 
Promotional movies are for making money. They can be efficient selling tools 
or expensive white elephants, Oct., p. 122. 

Do you need a promotional film 'bank'? Marbon Chemical has one and finds it 
saves money, Oct., pe 126. 

Vidmar movie turns out to be versatile sales and training tool, Oct., p. 128. 
Triple threat movie sells new metalworking machine for Cincinnati Lathe & 
Tool Co., Nove, pe 19. 


FORECASTS 
Capital spending barometer is up, (editorial), Jane, pe 69. 
Soar or sag? Marketers discuss outlook for 196, Jane, pe 97~ 
Companies see improved first half profits in 196, NICB says, Jane, pe 138. 
196, will be ‘vintage year! for business, economist (Irving Schweiger) 
Says, Jane, p. 138. 
BW editors see good year for business, Feb., p. 113. 
NICB panel sees steady economic growth in 196, Feb., p. 159. 
McGraw-Hill revises capital spending estimates upward, Apr., p. 150. 
SEC sees record capital spending this year, Apr., pe 150. 
McGraw-Hill capital spending estimate goes up--again, June, p. 163. 
Iron Age predicts continued strong capital spending, July, p. 143. 
NICB study predicts non-inflationary growth, Nov., pe. 207. 
Capital spending to continue rise, according to McGraw-Hill, Dec., p. h9. 


~-20- 





FOREIGN LICENSING 
Is foreign licensing for you? Jan., p. 82. 
Ins and outs of foreign licensing, Auge, p. 19. 


FOREIGN TRADE, see also FOREIGN LICENSING, INTERNATIONAL MARKETING REPORT, 
INTERNATIONAL ADVERTISING 
U. S. companies expand foreign activity, a Booz, Allen & Hamilton study (in 
its fourth year) shows, Feb., p. 182. 
How Controls Co. of America built its own market overseas, Mar., p. 100. 
Exporters urged to make more use of government aids, Apr., pe. 168. 
Overseas spending of U. S. firms for equipment and property to hit $.5 
billion in '6, according to McGraw-Hill, Sept., p. 182. 
Shows find new markets overseas, Oct., Pe 33. 
Worldwide help for marketers with the new Advertising and Marketing 
International Network, Nov., pe 23. 
Economic nationalism in Canada - a marketing myth, Nov., p. 88. 
Construction unit exports growing, Dec., p. 21. 


FURNAS ELECTRIC CO. 
Comprehensive portfolio woos qualified distributors for Furnas, June, p. 122. 


GENERAL BINDING CORP. 
How General Binding learned to sell to the federal government, Sept., p. 1h6. 


GENERAL ELECTRIC CO. 


Adman, back that salesman! How the ad department and agency provided selling 
tools in the introduction of a new product, Mar., pe 76. 

GE introduces a new motor to OEM management, design engineers, and 
purchasing agents. ABP winner, May, p. 98. 

Metallurgical Products Div. wins AIA BestSeller Award, July, p. 131. 

GE educates distributors with teaching 'machines,' Sept., p. 115. 

Production workers tour customer plants to learn views of GE customers, 

NOVe, Pe 93. 


GFRRITY, E. J. 
ITT's growth feeds on unified advertising, June, pe 97. 


GILLESPIE, K. C. 
Regional cooperative ads pave way for Blaw-Knox sales, Dec., p. 128. 


GISSER, PHIL 


What ‘editorial’ ads can and can't do in the experience of U. &. Industrial 
Chemicals. AJA report, July, pe 7h. 


GLEASON, CHARLES N. 
The agency's role in ad budgeting. AIA report, July, p. 72. 


GLEN-GERY SHALE BRICK CORP. 
Three-pronged sample mailer tells architects about Glen-Gery brick, Oct. p.15l. 


GOODYEAR TIRE & RUBBER CO. 
How Goodyear made a fresh start in advertising par off, June, p. 90. 


GORTON, EDWARD D., JR. 


Ads build Trojan's strength to fight the giants in the construction 
industry, Dec., p. 138. 





GOVERNMENT MARKET, see also U. S. GOVERNMENT 
The government market: special IM study telling how to sell to government on 
all levels from federal to municipal. Includes available market data and 
media information, Sept., p. 127. 
How to sell to state, country and city government markets, Sept., p. 139. 
How econiee nga mechanized sleds to government markets in the summer, 
Sept., Pe ° 
Edwards Co. aims at all government levels, Sept., p. 19. 
Effective way to reach budget-conscious buyers in municipal governments. 
Through re-manufacture, Badger Meter finds a way, Sept., pe 156. 
Available government market data, organized by type, Sept., p. 158. 
Associations in the government field, Sept., p. 161. 
Goverrment field media analyzers - 78 publications directly serving the 
government field, or fields heavily dominated by government expenditures, 
Sept., Pe 161. 


GREAT BRITAIN 
Industrial marketing in Great Britain, Jane, pe 21. 


GREEN, EDWARD J. 
How Westinghouse Air Brake got $60,000 worth of free advertising in 
supplier ads, Feb., pe 91. 


GREEN, GECRGE H. 
* Who does what in promotional films? Tells responsibilities of the sponsor 
and the producer, and gives a sample contract form, Oct., p. 119. 


GROSS, RALPH C. 
How Bellows-Valvair capitalized on a high-class acquisition, June, p. 100. 


GUBITZ, A. C. 
* Ad inquiries and ad budgets; how one helps build and sell the other, 
AUgey Po 89. 


HANDY & HARMAN 
Handy & Harman explains metals bonding process in an informative booklet, 
and build sales, Auge, pe 9h. 


E. F. HAUSERMAN CO. 
Changing a sales concept to meet changing markets. How Hauserman met the 
challenge in a declining construction market, Dec., p. 120. 


HAYDEN PUBLISHING CO. 
Hayden Publishing offering F/A/S/T inquiry service, Oct., p. 189. 


HEADLINES 
Copy Chasers ask = are one-two headlines losing their punch? July, p. 121. 
Question headlines in ads intrigue Copy Chasers, but the answers offered 
seldom come up to expectations, Oct., p. 161. 


HEALD MACHINE CO. 
'Down time insurance’ promotion for Heald machine tool spare parts boosts 
sales, Nov., p. 16. 


HERRICK, WILLAIM F. 


Promotional movies are for making money. They can be efficient selling tools 
or expensive white elephants, Oct., p. 122. 
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HOMELITE, DIV. OF TEXTRON 
Ad + contest = 8,856 sales, Mar., p. 110. 


HONEYWELL 


Honeywell examines the advertising, sales cost relationship based on 
McGraw-Hill study, June, p. 107. 


E. F. HOUGHTON & CO. 
Easy office demonstration sells Houghton's wetting agent, May, p. 10. 


BARRY HYMAN CO. 
Home-made movies clear sales obstacles by reducing the number of sales calls 
needed by Barry Hyman Co., May, p. 101. 


INCOME 


Brief summary of results of study of "average" industrial adman conducted by 
AIA Chicago chapter, July, pe 57. 


INDUSTRIAL ADVERTISING RESEARCH INSTITUTE 
IARI established new advertising and marketing consultation service, 
Feb., pe 145, and 15h. 
Release second direct mail study, "Planning more productive mailings," 
Apr., pe 138, p. 16h. 
rg study on the use of the letter grade ad scoring system, Aug., p. 120, 
pe 126. 


. INDUSTRIAL VS. CONSUMER MARKETING 
* Is industrial marketing ready to 'go consumer'? Dece, pe The 


INDUSTRIAL MARKETING (MAGAZINE) 
IM names jury of awards in market research competition, Jan., Pp. 73. 
Who does the best industrial advertising? Results of IM survey tell, 
Jane, pe 109. 

* ad budgets going up, annual IM survey shows, Feb., p. 77. 

* Business publication guide. List of 2200 U. S. publications, giving name, 
address, circulation and rate information, Apr., p. 189. 
Five articles on the electronics industry, plus a list of available market 
data, associations serving the field, and a list of 78 publications in the 
industry, May, p. 105. 
Help someone win a medal and $1,000 (IM's industrial marketing research 
competition), Aug., p. 10k. 
IM honors business papers in its 26th editorial competition, Dec., p. 81. 


INDUSTRIAL SALES EXECUTIVES FCRUM 
Soar or sag? Marketers discuss outlook for 196, Jane, pe 97. 
"Spend more on incentives, salesmen, promotion'., What to do with a 10% budget 
increase, Feb., p. 110. 
Sell more through divisional cooperation. Getting salesmen to promote all 
products, Mar., p. 88. 
Value of sales contests sparks debate on incentives, Apr., p. 122. 
Discounts and other devices build distributor stocks, May, p. 90. 
Servicing old accounts vs. finding new ones, June, p. 118. 
Sales executives favor simplified field reports, July, p. 90. 
Top level attitude guides change in market strategy, Oct., p. 148. 


INDUSTRIAL SHOWS, see TRADE SHOWS & EXHIBITS 
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INQUIRIES 
Chilton Co. introduces new inquiry processing service, Jane, p. lbh. 
Striking insert stops readers, draws inquiries for Nelson Welding, Apr., p. 82. 
Four business papers adopt pre-screening ‘bingo cards,' June, p. 168. 
How to use inquiries to evaluate: media/salesmen/products. How L. J. Wing Mfg. 
Co. uses its ad and public relations inquiries, and why, July, p. 78. 
What happens to inquiries? Summary of a study conducted by Industrial 
Publishing Corpe, Auge, Pe 57. ! 

* Ad inquiries and ad budgets; how one helps build and sell the other, Aug., p. 89. 
Hayden Publishing offering F/A/S/T inquiry service, Oct., p. 189. 
What should you do with unidentified inquiries? Dec., p. 26. 


INSERTS 
Striking insert stops readers, draws inquiries for Nelson Welding, Apr., p. 82. 


INTERNATIONAL ADVERTISING, see also INTERNATIONAL MARKETING REPORT, FOREIGN TRADE 
How Controls Co. of America built its own market overseas, Mar., pe 100. 
Should you use the metric system in overseas literature? May, p. 30. 

How Ampex advertises to the world, Apr., p. 8h. 

How to organize and control overseas advertising, May, p. 87. 

Company's growth feeds on unified advertising here and abroad, IIT feels, 
June, Pe 97. 


INTERNATIONAL HARVESTER 
At IH catalogs do a real sales job, Oct., pe 105. 


INTERNATIONAL HEATER CO. 


Flexible slide presentation spurs International Heater's distributor 
activity, Nov., p. 90. 


INTERNATIONAL MARKETING REPORT 
Industrial marketing in Great Britain, Jane, p. 21. 
New international marketing trends, Feb., p. 19. 
New potential of southern Italy, Mar., pe 23. 
Japanese market: U. S. challenge, Apr., pe. 19. 
Electronics market growing in Europe, May, pe 25. 
Factoring offers credit protection, June, pe 27. 
Machine tool combine aims at Asia, Africa, July, p. 23. 
Ins and outs of foreign licensing, Auge, pe 19. 
Advertising agencies in Asian markets, Sept., p. 25. 
Shows find new markets overseas, Oct., Pe 33. 
Worldwide help for marketers, Nov., p. 23. 
Construction unit exports growing, Dec., p. 21. 


INTERNATIONAL TELEPHONE & TELEGRAPH CORP. 
How to put zing into a sales meeting, Jane, pe 118. 
Company's growth feeds on unified advertising, June, p. 97. 


INTERPUBLIC GROUP OF COMPANIES, INC. 
Report says ad volume set record in '63, will rise in '6), Mar., p. 


IRON AGE (MAGAZINE) , 
Iron Age predicts continued strong capital spending, July, p. 143. 


ITALY 
New potential of southern Italy, Mar., p. 23. 
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JAPAN 
Japanese market: U. S. challenge, Apr., p. 19. 


JASON, PAUL 
How General Binding learned to sell to the federal government, Sept., p. 116. 


JOHNSON, GLENN 


* Warner Electric Brake & Clutch uses a simple approach to sell a complex 
product through distributors, Dec., p. 70. 


KAISER ALUMINUM & CHEMICAL CO. 
A look at six top-notch sales promotion programs, Jan., p. 7h. 


KELLEY, JOHN P. 
How Goodyear made a fresh start in advertising pay off, June, p. 90. 


KEMPTON, ROBERT L. 


Edwards Co. aims its electrical equipment at all levels of government, 
Sept.,; Pe 19. ; 


KEY MARKET STUDIES, see MARKET STUDIES 


KEYSTONE STEEL & WIRE CO. 
Business paper ads help create a market for Keystone, June, p. 9h. 


KIERNAN & CO. 
Marketing, advertising and public relations executives shift jobs more often 
for a good reason, Kiernan study shows, Dec., p. 183. 


GEORGE KIERNAN ASSOCIATES 


Kiernan compiles averages on readership surveys over a five year period, 
June, p. 151. (See also Sid Bernstein Says, June, p. 15h.) 


KIMBERLY-CLARK CORP. 
Cartoon character pulls 1,000 inquiries, Jan., p. 91. 


KNAPP, J. GORDON 
* 10 things to look for in your package design, Feb., p. 8h. 


KOLLINER, SIM A, JR. 


Business paper advertising and the cost of selling as revealed in McGraw-Hill's 
study, June, p. 10h. 


* A guide to industry ad spending by per cent of sales. McGraw-Hill Laboratory 
of Advertising Performance Study, Aug., p. 81. 


KONIKOW, ROBERT B. 
A look at 6 topenotch sales promotion programs, Jane, pe. 7h. 


KOONS, R. P. 


Striking case histories gain recognition for Timken Roller Bearing Co., 
Nove, Pe 161. 


KOPPERS CO. 
How to sell steel mills to the men at the top - Koppers Co. manufactures 
complete facilities and markets them to industry's top management, Nov., p.130. 


<25= 





KRAFT FOODS COMPANY 
Kraft sells its multiplicity of food products to the mass-feeding market 
through beautiful photography and recipe offers. ABP winner, May, pe 99. 


KUBICK, ROBERT R. 
How L. J. Wing Mfg. Co. uses inquiries to evaluate its salesmen, media, and 
products, July, p. 78. 


IAMBERT, A. V. 
3MCo. develops a new look for coated abrasive ads, by using case histories 
describing new uses for the product, Nov., p. 12. 


LAMBETH , GEORGE 
Developing the statistics for cost comparisons, study done by Dorr-Oliver, 
June, pe 109. 


LEASING PLANS 
Equipment leasing's role in marketing, May, p. 55. 


LEEDS & NORTHRUP CO. 
* L&N introduces a new line ‘swiftly, intensively, on a broad front, Feb., p.72 


LETTER GRADE SYSTEM 
Release study on the use of the letter grade ad scoring system, Aug., p. 120, 
Pe 128, 


LIBRARIES 
* Building a marketing library, May, p. 77. 


LINDBERG ENGINEERING 
One plus one equals one. What happened when the marketing functions of Basic 
Products Corp. and Lindberg Engineering merged, Nov., pe 10k. 


LINDE DIV., UNION CARBIDE CORP. 
Market research showed Linde Div. how to communicate better with metalworking 
customers, Nov., Pp. 153. 


LITTLE, VERNON K. 
Ad manager of Norfolk & Western Railway named Industrial Adman-of-the-Year 
by Copy Chasers, Jan., p. 103. (Mr. Little's philosophy of industrial 
advertising, p. 106). Editorial comment, Feb., p. 71. 


MACHINE TOOLS, see also METALWORKING 
‘Down time insurance' promotion for Heald machine tool spare parts boosts 
sales, Nove, p. 16h. 


MACHINERY 
Needed: marketing aid for construction machinery distributors, Dec., p. ll. 


MAIL SURVEYS 
How P. R. Mallory measured a trade show by mail, Oct., p. 13h. 
Mail survey by National Blank Book Co. pulls 82% response, Nov., p. 87. 


P. R. MALLORY CO. 
Mallory measures a trade show with a mail questionnaire, Oct., p. 13h. 
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MANAGEMENT *S ATTITUDE TOWARD ADVERTISING & MARKETING 

Industrial top management study done by the Management Services Division 
of the AIA shows conflict on advertising, May, p. 173. 
Management-advertising relation gets going over at AIA Region #3 seminar, 
May, Pe 179. 
A company president eyes the ad budget and considers cutting it, AIA report, 
July Pe 70. 
Ex-adman tells what to do about management's distrust of advertising, July, 
Pe 130. 
Advertisers, agencies, publishers explore management's perspective on 
advertising at AIA conference, July, p. 132. 

* Seven ad managers tell how to sell an ad budget to management, Aug., p. 86. 

* ad —— and ad budgets; how one helps build and sell the other, 
Auge, Pe 9. 
Management's ten demands on admen listed by ad executive Bay Estes, 
Sept., pe 183. 
Making management marketing oriented, Nov., pe 53- 


MANAGEMENT TRAINING 
NICB releases studies on new product pricing and management training, 
Mare, Pe lbh. 


MANUFACTURERS? AGENTS 

How can you induce reps to report on current projects? Jan, p. 26. 
* Finding and hiring good manufacturers’ reps, Jane, Pe 92. 
* How to write manufacturer-agent agreements, Feb., p. 120. 


MARBON CHEMICAL DIV., BORG-WARNER CORP. 
Marbon Chemical planning assault on die-cast metals market with new 
plastic material, May, pe 7h. 
Do you need a promotional film ‘bank?! Marbon Chemical has one and finds it 
saves money, Oct., pe 126. 


MARKET DATA . 
Available electronics market data, May, p. 150. 
850 sources for answers to questions about your markets - industrial and 
business, Auge, Pe 160. 
Available government market data, organized by type, Sept., p. 158. 
List of sources for available metalworking market data, Nov., p. 173. 
Available construction market data - list of sources, Dec., pe 15. 


MARKET RESEARCH PERSONNEL 
The market research man: where is he going? May, pe 81. 
How to get more from market research, Sept., p. 110. 


MARKET STRATEGY 
Top level attitude guides change in market strategy from production 
orientation to customer orientation, Oct., p. 148. 
Scovill Mfg. Co. changed its selling strategy drastically when it switched 
from parts to entire product manufacture, Nov., p. 108. 


MARKET STUDIES 
IM Sen devotes a section to the study of the electronics market, 
May, Pe 105. 
The government market ~ special IM study telling how to sell to government on 
all levels from federal to municipal; includes available market data and 
media analyzers, Sept., p. 27. 
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MARKET STUDIES (continued) 
The metalworking market - IM's special study of the market and its 
media , NOVe, Po 113. 
IM ‘'s key market study - the construction industry, Dec., pe. 95. 


MARKETING BUDGETS 


What to do with a 10% marketing budget increase. Sales managers and top 
management express views, Feb., p. 110 and p. 11h. 


MARKETING & MARKETING RESEARCH, see also MARKETING MILESTONES 
Computer's impact on marketing, Jan., p. 7. 
A simple method of developing marketing plans (Omark Industries), Jan., p. 70. 
IM names jury of awards in market research competition, Jane, p. 73. 
Scope of market research documented by AMA report, Jan, p. 1h0. 
What to do with a 10% marketing budget increase. Sales managers and top 
management express views, Feb., pe 110 and p. 11k. 
NICB releases studies of new product pricing, management training, Mar., p. lhl, 
The market research man: where is he going? May, pe 81 
53 questions about market research and you - how to decide if your company 
needs market research, July, pe 82. 
Computer's role in marketing, Auge, Pe 53. 
When to kill sick products and end their drain on profits, Sept., p. 98. 
On profits, products and life cycles, Sept., p. 103. 
How to get more from market research, Sept., p. 110. 
Top level attitude guides change in market strategy fran production 
orientation to customer orientation, Oct., p. 148. 
Frank Nunlist of Worthington believes management must set the direction for 
market development and should "wire in" admen on the planning, Oct., pe 17h. 
Technology imposing changes on marketing, publisher says, Oct., p. ish. 
Making management marketing oriented, Nove, pe. 53. 
Telephone survey helps Dodgen build sales. Results in needed market research 
information as well as low-cost sales leads, Nov., p. 80. 
Mail survey by National Blank Book Co. pulls 82% response, Nov., p. 87. 
Economic nationalism in Canada - marketing myth, Nov., p. 88. 
One plus one equals one. What happened when the marketing functions of Basic 
Products Corp. and Lindberg Engineering merged, Nov., p. 10h. 
Scovill Mfg. Co. changed its selling strategy drastically when it switched 
from parts to entire products manufacture, Nov., pe 108. 
How to sell steel mills to the men at the top = Koppers Co. manufactures com- 
plete facilities and markets them to industry's top management, Nov., p. 130. 
Market research showed Linde Div. how to communicate better with metalworking 
customers, Nov., pe 153. 
Is industrial marketing ready to 'go consumer' in its approach? Dec., p. 7h. 
Needed: marketing aid for construction machinery distributors, Dec., p. 11). 
Changing a sales concept to meet changing markets. How Hauserman met the 
challenge in a declining construction market, Dec., p. 120. 
Associations can help in construction marketing. How the Perlite Institute 


helped tag companies develop and promote a new building product, 
DeCey Pe e 


MARKETING MILESTONES (monthly digest of trends and developments) 
Computer's impact on marketing, Jans, pe h7. 
Distribution managers form association, Feb., pe 9. 
Measuring value of field sales force, Mar., p. 7. 
New product pricing practices, April, p. 5. 
Equipment leasing's role in marketing, May, p. 55. 
Measurements of trade show value, June, p. 63. 
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MARKETING MILESTONES (continued) 
Field salesmen linked to computers, July, p. 53. 
Computer's role in marketing, Auge, pe 53s 
Mergers, markets and the government, Sept., p. 73. 
ANA moves to set up trade show audit, Octs, pe 79. 
Making management marketing oriented, Nov., pe 53. 
Capital spending to continue rise, Dec., p. 9. 


MARKETING AS A PERCENTAGE OF SALES 
McGraw-Hill study shows marketing costs now 15.1% of sales, Aug., pe. 126. 


MASON, JARVIS W. 


* 53 7" to help you determine if your company needs market research, 
July, Pe 2. 


MASON, RUSSELL B. 
Product vs. capabilities advertising. Checklist tells when to use which, 
Auges Pe 91. 


McCABE, THOMAS B., JR. 


* How Scott Paper makes advertising accountable, through precise analysis and 
careful budget setting, Aug., p. 75. 


McGRAW-HILL INC, 
Breskin Publications merges with McGraw-Hill, Jan., p. 145. 
McGraw-Hill and SRDS discussing joint ad measurement venture, Mar., p. 152. 
McGraw-Hill revises capital spending estimates upward, Apr., p. 150. 
Two McGraw-Hill studies analyze cost of sales calls and haw industrial 
salesmen spend their time, May, p. 18h. 
Business paper advertising and the cost of selling as revealed in 
McGraw-Hill's study, June, p. 10h. 
Honeywell examines the advertising, sales cost relationship based on 
McGraw-Hill study, June, p. 107. 
McGraw-Hill capital spending estimate goes up--again, June, p. 163. 
McGraw-Hill and SRDS form media measurement service, June, pe. 168. 
A guide to industry ad spending by per cent of sales. McGraw-Hill Laboratory 
of Advertising Performance study, Aug., pe. 81. 
McGraw-Hill study shows marketing costs are now 15.1% of sales, Aug., p.126. 
Overseas spending of U. S. firms for equipment ard property to hit $4.5 
billion in '64, according to McGraw-Hill, Sept., p. 182. 
Capital spending to continue rise, according to McGraw-Hill, Dec., pe 9. 


MEDIA DATA 

* Business publication guide. List of 2200 U. S. business publications 
giving name, address, circulation and rate information, Apr., pe 189. 
List of 78 business publications directly serving the electronics 
industry, May, pe 155. 
Government field media analyzers ~ 78 publications directly serving the 
government field, or fields heavily dominated by government expenditures, 
Sept., Pe 161. 


List of 76 business publications serving the metalworking industry, 
Nov., pe 178. 


List of 175 business publications serving the construction field, Dec., p.153. 


MEDIA DATA FORMS 
AIA Media Data Form saves work for all; a plea for its use, Feb., p. 131. 
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MEDIA RESEARCH 
Texas Instruments maps the way to management's mind by using research to 
determine new buying influences, June, p. 87. 
Mail survey by National Blank Book Co. pulls 82% response, Nov., pe 87. 


MEDIA SELECTION 
GE's C. K. Emery offers 12 do's and don'ts for space salesmen, Apr., Pe 13. 
Will computers set your next media plan? Dec., p. 78. 


MEETING DATES 
Jan, p. 1563 Feb. p. 166; Mar. p. 151; Apr. p. 160; May, p. 19h3 
June, p. 180; July, p. 146; Aug., p. 1323; Sept., p. 196; Oct., p. 1923 
Nov., p. 212; Dec., p. 162. 


MEETINGS, see SALES MEETINGS, TRADE SHOWS & EXHIBITS 


MERGERS 
How Bellows-Valvair capitalized on a high-class acquisition, June, p. 100. 
How long should you keep the names of acquired products? July, p. 2. 
Mergers, markets and the government; trends in the attitude of the government 
toward monopolies, Sept., pe 73. 
One plus one equals one. What happened when the marketing functions of 
Basic Products Corp. and Lindberg Engineering merged, Nov., p. 10. 


METALWORK ING 
Marbon Chemical planning assault on die-cast metals market with new plastic 
material, May, pe7h. 
Machine tool combine aims at Asia, Africa, July, p. 23. 
The metalworking market - IM key study of the metalworking market and its 
media, Nov., pe 113. 
What you should know about metalworking - a basic guide to the complexity 
of the market, NOVe, Pe 115. 
How to sell steel mills to the men at the top - Koppers Co. manufactures 
complete facilities and markets them to industry's top management, Nov., p. 130. 
How Armour used case history ads to make a name for itself and its coated 
abrasives, Nov., p. 135. 
3M Co. develops a new look for coated abrasive ads, by using case histories 
describing new uses for the product, Nov., p. 12. 
Triple threat movie sells new metalworking machine for Cincinnati Lathe & 
Tool, Nov., pe 149. 
Market research showed Linde Div. how to commnicate better with metalworking 
customers, Nov., pe 153. 
Striking case histories gain recognition for Timken Roller Bearing, Nov.,p.161 
"Down time insurance! promotion for Heald machine tool spare parts boosts 
sales, Nove, Pe 16). 
Metalworking in Canada ~- information for the U. S. company interested in 
Canadian subsidiaries or distributors, Nove, pe 168. 
List of sources for available metalworking market data, Nov., p. 173. 
List of associations serving the metalworking industry, Nov., pe. 177. 
List of 76 business papers serving the metalworking industry, Nov., p. 178. 


MICROFILM 
Microfilm catalogs: a status report, Oct., p. 108. 


MIDDLE ATLANTIC REGIONAL INDUSTRIAL ADVERTISING COUNCIL 
All areas of creativity discussed at all-day MARIAC session, Jan., pe. 13h. 
MARIAC — stress. marketing's role for companies and ad managers, 
Dece, Pe Te 
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MILLER, RONALD R. 
Needed: marketing aid for construction machinery distributors, Dec., p. 114. 


MONOPOLIES 
Mergers, markets and the government; trends in the attitude of the government 
toward monopolies, Sept., p. 73. 


MONSANTO COMPANY 
How Monsanto builds effective advertising through pre-testing and post-testing 
of its ads, June, p. 110. 


MORRILL, JACK 
Charting the payoff of industrial ads. AJA report, July, p. 67. 


MOTION PICTURES, see FILMS 


MUNICIPAL GOVERNMENT 
How to sell to state, county and city government markets, Sept., p. 139. 
Effective way to reach budget-conscious buyers in municipal governments. 
Through re-manufacture, Badger Meter finds a way, Sept., p. 156. 


NATIONAL BLANK BOOK CO. 
Mail survey pulls 82% response, Nov., p. 87. 


NATIONAL BUSINESS PUBLICATIONS 
'New era of good ‘feeling! may lead to joint ABP-NBP promotion of 
business paper advertising, Apr, p. 147. 
Discussion of proposed merger between ABP and NBP, June, p. 17. 
ABP and NBP formally merge to become American Business Press, Nov., pe 79 
(editorial) , Pe 198 and Pe 200. 


NATIONAL COUNCIL OF PHYSICAL DISTRIBUTION MANAGEMENT 
New association formed by physical distribution managers, Feb., p. 9. 


NATIONAL INDUSTRIAL CONFERENCE BOARD 
Companies see improved first half profits in '64, NICB says, Jan., p. 138. 
NICB panel sees steady economic growth in 196, Feb., pe 159. 
NICB releases studies of new product pricing, management training, Mar., p. lb 
New product pricing practices (NICB report), Apr., p. 45. 
NICB study predicts non-inflationary growth, Nove, pe 207. 
Perils of customer service told at NICB conference, Dec., p. 177. 


NATIONAL REGISTER PUBLISHING CO. 
Purchased by Standard Rate & Data Service, Apr., p. 150. 


NIEBAUER, LOUIS 
Ten tips for painless price increases, Apr., p. 119. 


NELSON WELDING DIV., GREGRY INDUSTRIES 
Striking insert stops readers, draws inquiries for Nelson Welding, Apr., p. 82, 


NEW BOOKS FOR MARKETING MEN, see BOOK REVIEWS 
NEW COMPANIES 


How a brand new company, Carter-Princeton, broke into the electronics 
market, May, pe 130. 
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NEW PRODUCTS 
x4 look at 6 top-notch sales promotion programs, Jane, pe 7h. 
* Leeds & Northrup introduces a new line ‘swiftly, intensively, on a broad 
front', Feb., pe 72. 
Times Wire & Cable ‘diet kit' invites prospects: ‘prove it yourself,' 
Feb., Pe 83. 
Adman, back that salesman! How GE's ad department and agency provided selling 
tools in introduction of new product, Mar., p. 76. 
Ad + contest = 8.856 sales for Homelite's new chain saw, Mar., p. 110. 
Practice what you preach: a look at new product ads from "product news” 
publications, Mar., p. 131; Apr., p. 127. 
NICB releases studies of new product pricing, management training, Mar.,p. lbh 
Ads a with new product news, Larcom Randall survey says, 
Mar. , Pe e 
New product pricing practices (NICB report), Apr., pe 5. 
'Blitz' campaign launches Armstrong Luminaire ceiling system, Apr., p. 88. 
Marbon Chemical planning assault on die-cast metals market with new plastic 
material, May, pe 7h. 
Anaconda Aluminum's tiger roars out a sales message to sell a new packaging 
concept, May, p. 93. 
Electronic vs. mechanical controls: how Veeder-Root sold the bulk petroleum 
industry an automated system, May, p. 17. 
Should you promote a product before it is available? June, p. 36. 
Business paper ads help create a market for Keystone Steel & Wire, June, p. 9k. 
One sure way to get your catalog read. Spiroid contest induces engineers to 
read catalog on new product, Oct., p. 116. 
Triple threat movie sells new metalworking machine for Cincinnati Lathe & 
Tool, Nov., pe 19. 
Changing a sales concept to meet changing markets. How Hauserman met the 
challenge in a declining construction market, Dec., p. 120. 
Increasing architects! awareness of your building product. Coordinated 


promotion campaign does it for Pittsburgh Corning, Dec., p. 13h. 

Double duty ad introduces high-rise building valves for American-Standard, 
DeCey Pe 10. 

Associations can help in construction marketing. How the Perlite Institute 
helped member companies develop and promote a new building product, 

Dec., Pe 143. 


NEWSLETTERS 
*Proof! sheet publicity newsletters blanket construction field for Olin 
Mathieson, Dec., pe 130. 


NIRENBERG, JESSE S. 
What 10 qualities make a topenotch salesman? May, p. 8h. 


NORFOLK & WESTERN RATIWAY 
Copy Chasers name ad manager, V “non K. Little as Industrial Advertising 
Man-of-the-Year, Jane, pe 103. (Mr. Little gives his philosophy of 
industrial advertising, p. 106). Editorial comment, Feb., p. 71. 


NUNLIST, FRANK J. 
What business advertising should be and do, June, pe. 85. 


OHIO STATE UNIVERSITY 


Ohio State study indicates what editors think of industrial public 
relations, Sept., Pe 182. 
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OLIN MATHIESON CHEMICAL CO. 
'Proof' sheet newsletters cover construction field for Olin, Dec., p. 130. 


OMARK INDUSTRIES INC. 
A simple method of developing marketing plans, Jan., p. 70. 


ORDER HANDLING 
Field salesmen linked to computers by the Data-Verter System, July, p. 53. 


Hew United-Carr licks the problem of small orders by setting up a special 
division to handle them, July, p. 86. 


PACKAGING 

* 10 things to look for in your package design, Feb., p. 8h. 
Anaconda Aluminum's tiger roars out a sales message to sell a new 
packaging concept, May, p. 93. 
How one ad by St. Regis Paper told five sales stories to five separate 
prospect groups, July, p. 8h. 
Do component parts require attractive packaging? Nov., pe. 30. 


PALMER, ROBERT M. 


One plus one equals one. What happened when the marketing functions of Basic 
Products Corp. and Lindberg Engineering merged, Nov., p- 10k. 


PARKER, CHARLES W. 


How Allis-Chalmers decides on trade shows, and how it plans carefully in 
order to get the most out of them, Oct., p. 138. 


PERCENTAGE OF SALES SPENT FOR ADVERTISING 


A guide to industry ad spending by per cent of sales. McGraw-Hill Laboratory 
of Advertising Performance Study, Auge, pe 81. 


McGraw-Hill study shows marketing costs now 15% of sales, Aug., p. 126. 


PERLITE INSTITUTE 
Associations can help in construction marketing. How the Perlite Institute 


helped member companies develop and promote a new building product, Dec., 
Pe 143. 


PERMODA, DONALD A. 


One sure way to get your catalog read. Spiroid contest induces engineers to 
read catalog on new product, Oct., pe 116. 


PETROPOULOS, PETER J. 


U. S. Rubber follows six steps in setting "approvable" ad plans. AIA report, 
July, pe 70. 


PITTSBURGH CORNING CORP. 
Increasing architects' awareness of your building product. Coordinated 
promotion campaign does it for Pittsburgh Corning, Dec., p. 13h. 


PLASTICS 


Marbon Chemical planning assault on die-cast metals market with new 
plastic material, May, p. 7h. 


POLARIS INDUSTRIES 
How Polaris sells mechanized sleds to government markets in the summer, 


Sept.e, pe 12. 





POLITICS & BUSINESS 
It pays to stick to your knitting. Sid Bernstein answers letter decrying 
partisan politics at business meetings, Mar., p. 119. 


PRE-FILED CATALOGS, see CATALOGS 


PRICING 
NICB releases study of new product pricing, Mar., pe lbh. 
New product pricing practices (NICB report), Apre, Pe 5. 
Ten tips for painless price increases, Apr., pe 119. 


PROBLEMS IN INDUSTRIAL MARKETING 
How can you induce reps to report on current projects? Jane, pe 26. 
Is this salesman's conduct unethical? Feb., pe 26. 
How can you develop a form to rate sales engineers? Mar., p. 28. 
How do agencies charge for design work? Apr, p. 26. 
Should you use the metric system in overseas literature? May, p. 30. 
Should you promote a product before it is available? June, p. 36. 
How long should you keep the names of acquired products? July, p. 28. 
Should you ask customers to rate your salesmen? Aug., pe 26. 
Are distributors ignoring the 'nuts-and-bolts' items? Sept., pe 36. 
How often should you pay sales commissions? Oct., p. hh. 
Do component parts require attractive packaging? Nov., pe. 30. 
What should you do with unidentified inquiries? Dec., pe 26. 


PRODUCT LIFE CYCLE 
* When to kill sick products, Sept., p. 98. 
On profits, products and life cycles, Sept., p. 103. 


PRODUCT NEWS PUBLICATIONS 


Practice what you preach: a. look at new product ads from "product news" 
publications, Mar., p. 131; Apr., p. 127. 


PROFITS 
On profits, products and life cycles, Sept., p. 103. 
Rockwell's Daugherty decries profit picture held by public. Outlines 
advertising's role in correcting impression, Oct., p. 171. 


PUBLIC RELATIONS, see also CORPORATE IMAGE, CUSTOMER RELATIONS 
Ohio State University study indicates what business paper editors think of 
industrial public relations, Sept., p. 182. 
How pon Carbide gets promotion and p.r. ideas from its engineers, 
DeCey Peo 


‘Proof! sheet newsletters blanket construction field for Olin Mathieson, 
DeCes Pe 130. 


PURCHAS ING 
Texas Instruments maps the way to management's mind by using research to 
determine new buying influences, June, p. 87. 
How Bellows-Valvair capitalized on a high-class acquisition to reach 
unknown buying influences, June, p. 100. 
The government market: special IM study telling how to sell to government 
on all levels from federal to mmnicipal, Sept., p. 127. 


RANDLE, C. WILSON 
On profits, products and life cycles, Sept., p. 103. 
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RAPIDS-STANDARD CO. 


Two companies remodel schools for sales and customer training programs, 
Apr., Pe 91. 


READERSHIP, see also WHICH AD ATTRACTED MORE READERS? 


How advertising serves as insurance; there is a 2% higher readership among 
product users than noneusers, Jane, p. 125. 

* What's new in business paper ad readership studies? Jan, p. 167. 
McGraw-Hill and SRDS discussing joint ad measurement venture, Mar., p. 152. 
High readership score doesn't make a good ad; Copy Chasers say a bad ad can 
attract as much attention as a good one, June, p. 135. 
George Kiernan Associates compiles averages on readership surveys over 5 years, 
June, pe 151. (See also Sid Bernstein Says, June, p. 15). 


Release study on the use of the letter grade ad scoring system, Aug., p. 120, 
and p. 128. 


175 business publications offer readership studies in 1965, Nove, pe. 95 
(Part 2, Jane, 1965, p. 113). 


Definitions of business publications’ audiences needed, George Robertson 
tells ARF, Nov., Pe 193. 


Simplicity, ‘interestingness' mark high scoring ads, Copy Chasers find in 
check of top-scoring Readexed ads, Dec., p. 157. 


READEX SERVICE 


Simplicity, ‘interestingness' mark high-scoring ads, Copy Chasers find in 
check of top-scoring Readexed ads, Dec., pe 157. 


RESEARCH, see ADVERTISING RESEARCH, READERSHIP 


REESE, JAY RODNEY 
Texas Instruments maps the way to management's mind by using research to 


determine new buying influences, June, p. 87. 


REPUBLIC STEEL CORP. 
Closed circuit TV brings research center to Republic prospects, Feb., p. 109. 


: RICHARDS, WILLIAM C, 
How Bellows-Valvair capitalized on a high-class acquisition, June, p. 100. 


ROBERTSON ADVERTISING 
13-D television’ vitalizes advertising presentation, Mar., p. 92. 


ROCKWELL MFG. CO. 


Rockwell ads effectively resell benefits of valves introduced the previous 
year, ABP winner, May, p. 97. 


RONK, GLENN E. 


Cornell-Dubilier Electronics makes it easy for design engineers to specify 
components, May, p. 12. 


ROSATI, R. W. 
'Proof' sheet newsletters cover construction field for Olin Mathieson, 
Dece,s Pe 130. 

ROSBERG, J. WESLEY 


* What's new in business publication ad readership studies? Jan., p. 167. 


* 175 business publications offer readership studies in 1965, Nov., p. 95. 
(Part 2, Jan, 1965, p. 113). 
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RYAN, HERBERT 


Electronic vs. mechanical controls: how Veeder-Root sold the bulk petroleum 
industry an automated system, May, p. 147. 


SABIN, GUY E. 
A simple method of developing marketing plans (Omark Industries), Jan., p. 70. 


ST. REGIS PAPER CO. 


How one St. Regis ad told five sales stories to five separate prospect 
groups, July, p. 8h. 


SALARIES, see SALES COMPENSATION 


SALES AIDS 
Adman, back that salesman{ How GE's ad department and agency provided 
selling tools in introduction of new product, Mar., p. 76. 
18 ways to show and demonstrate industrial products, Mar., p. 81. 
Home-made movies clear sales obstacles by reducing the number of sales calls 
needed by Barry Hyman Co., May, p. 10l. 
Vidmar are turns out to be versatile sales and sales training tool, 
Oct., pe 12 

* Warner Electric Brake & Clutch uses a simple approach to sell a complex 
product through distributors, Dec., p. 70. 


SALES COMPENSATION 
How industrial salesmen are paid, Mar., pe 73. 
How often should you pay sales commissions? Oct., p. hh. 


SALES CONTESTS, see CONTESTS 


SALES COSTS, see SELLING, ADVERTISING & SALES COSTS RELATIONSHIP 


SALES DEMONSTRATIONS, see also SAMPLING 
18 ways to show and demonstrate industrial products, Mar., p. 81. 
‘Blitz’ campaign launches Armstrong Luminaire ceiling system, Apr., p. 88. 
Easy office demonstration sells Houghton's wetting agent, May, p. 10h. 


SALES ENGINEERS 
How can you develop a form to rate sales engineers? Mar., p. 28. 


SALES EXECUTIVES FORUM, see INDUSTRIAL SALES EXNCUTIVES FORUM 


SALES INCENTIVES 
How industrial salesmen are paid, Mar., p. 73. 
Value of sales contests sparks debate on incentives, Apr., p. 122. 


SALES LITERATURE, see also SALES AIDS, CATALOGS, AUDIO-VISUAL AIDS 
Handy & Harman explains metals bonding process in an informative booklet, 
and builds sales, Auge, Pp. 9h. 
Should you use the metric system in overseas literature? May, p. 30. 
Cornell-Dubilier Electronics makes it easy for design engineers to specify 
components by supplying them with charts, May, p. 12. 


SALES MANAGEMENT, see also INDUSTRIAL SALES EXECUTIVES FORUM 
What to do with a 10% marketing budget increase. Sales managers and top 
management express views, Feb., p. 110.and p. ll. 
How can you develop a form to rate sales engineers? Mar., p. 28. 
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SALES MANAGEMENT (continued) 
Measuring value of field sales force. Report prepared for Sales Executives 
Club of New York, Mar., p. 7. 

* How Ppa finds and hires salesmen (includes evaluation checklists), Mar., 
p. e 
Ten tips for painless price increases, Apr., pe. 119. 
What 10 qualities make a top-notch salesman? May, p. 8h. 
Servicing old accounts vs. finding new ones. How to divide sales efforts 
between old customers and new prospects, June, p. 118. 
Sales executives favor simplified field reports, July, p. 90. 
Al N. Seares tells how sales managers should go about doing a better job, 
July, pe 99. 
AMA told what is needed to support field sales force, July, p. 10. 

* Who matches sales goals and ad budgets. Industrial sales executives describe 
their role in planning and administering the budget, Aug., p. 8h. 

* Painless way to split a salesman's territory, Sept., p. 106. 


SALES MANAGERS 
Al N. Seares tells how sales managers should go about doing a better job, 
July , Pe 99. 
Can ad managers and sales managers ever be friends? July, p. 106. 


SALES MEETINGS 
How to put zing into a sales meeting. International Telephone & Telegraph 
does it with a girl and a "Zing box," Jan., p. 118. 
Sales meetings: are they worth it? Mar., p. 90. 
Van Products uses 'meetings-by-mail' to inform distributor salesmen of 
product developments, Oct., p. 156. 


SALES PROMOTION, see also SALES PROMOTION IDEAS, FILMS, SALES LITERATURE 


A look at 6 top-notch sales promotion programs, Jan., p. 7h. 

* Leeds & Northrup introduces a new line ‘swiftly, intensively, on a broad 
front,' Feb., p. 72. 
Times 7 & Cable 'diet kit’ invites prospects: 'prove it yourself,’ 
Feb., pe 93. 

* How to evaluate industrial sales promotion, Feb., p. 9. 
18 ways to show and demonstrate industrial products, Mar., p. 81. 
Anaconda Aluminum's tiger roars out a sales message to sell a new packaging 
concept, May, pe 93. 
How Armour used case history ads to make a name for itself and its coated 
abrasives, Nov., p. 135. 
"Down time insurance’ promotion for Heald machine tool spare parts boosts 
sales, Nov., p. 16). 
Weyerhaeuser and its dealers form a marketing partnership with ‘registered 
home' program, Dec., p. 123. 
Increasing architects' awareness of your building product. Coordinated 
promotion campaign does it for Pittsburgh Corning, Dec., p. 13h. 


SALES PROMOTION IDEAS 
Dow's. unusual contest honors ad ‘experts', Jan., pe 86. 
New twist in telephone selling (Atohm Electronics), Feb., p. 100. 
13-D television' vitalizes Robertson Advertising presentation, Mar., p. 93. 
'Blitz' campaign launches Armstrong Cork ceiling system, Apr., p. 89. 
Home-made movies clear sales obstacles for Barry Hyman Co., May, p. 101. 
Comprehensive portfolio woos qualified distributors (Furnas Electric Co.), 
June, pe 122. 


'Fork Twangers' keep company's sales humming (Accutronics, Inc), July, p. 112. 
=37- 





SALES PROMOTION IDEAS (continued) 
Informative booklet breaks rules to gain acceptance (Handy & Harman) ,Aug. p. 9h. 
GE educates distributors with teaching 'machines', Sept., p. 115. 
Top secret letters stir interest in market (weber "Marking Systems), Oct., p.152. 
Flexible slide presentation spurs distributor activity (International Heater), 
Nov. 9 Pe 90. 
How apn Carbide Corp. obtains effective promotion from its engineers, 
Dec., Pp. ° 


SALES RECRUITING 
#* How industry finds and hires salesmen (includes evaluation checklists), 
Mar., pe 66. 


SALES REPRESENTATIVES, see MANUFACTURERS' AGENTS 


SALTS TERRITORIES | 
* Painless way to split a salesman's territory, Sept., p. 106. 


SALES TRAINING 

* How to write manufacturer-agent agreements. Includes description of training 
programs, Feb., p. 120. 

* How asia finds and hires aalesmen (includes evaluation checklists), Mar., 
pe. @ 
Two companies remodel schools for sales training programs, Apr., p. 91. 
What 10 qualities make a top-notch salesman? May, p. 8h. 
Al N. Seares tells how industrial sales managers should go about doing a 
better job, July, p. 99. 
GE educates distributors with teaching 'machines', Sept., p. 115. 
page’ movie turns out to be versatile sales and sales training tool, Oct., 
pe 128. 


SALESMANSHIP, see also SALES COMPENSATION, SALES TRAINING, SELLING 
Is this salesman's conduct unethical? Feb., p. 26. 
Measuring value of field sales force. Report prepared for Sales Executives. 
Club of New York, Mar., pe 7. 

+ How peste finds and hires salesmen (includes evaluation checklists), 
Mar es De e 
Adman, back that salesman! How GE's ad department and agency provided selling 
tools in introduction of new products, Mar., p. 76. 
Sell more through divisional cooperation. Sales executives discuss how to 
yen “once to promote products produced by other company divisions, 
Mar., p.'8 
What 10 tn make a topenotch salesman? May, pe 8h. 
Two McGraw-Hill studies analyze cost of sales calls and how industrial 
salesmen spend their time, May, p. 18h. 
Servicing old accounts vs. finding new ones. How to divide sales efforts 
between old customers and new prospects, June, p. 118. 
Al N. Seares tells how industrial sales managers should go about doing a © 
better job, July, pe 99. 
Should you ask your customers to rate your salesmen? Auge, p. 19. 

* Painless way to split a salesman's territory, Sept., p. 106. 
Flexible guides show when and how the home office should help its field 
salesmen, Sept., p. 112. 


SAMPLING 
Times Wire & Cable ‘diet kit' invites prospects: ‘prove it yourself,'. 
Feb., p. 83. 





SAMPLING (continued) 


Sample sent out by Shakeproof Div. convinces prospects of new screw's 
capabilities, July, p. 116. 


a sample mailer tells architects about Glen-Gery brick, Oct., 
Pe 15k. 


SCHAFER, JOHN S. 


Market research showed Linde Div. how to communicate better with metalworking 
customers, Nov., p. 153. 


SCOIT PAPER CO. 


% How Scott Paper makes advertising accountable, through precise analysis and 
careful budget setting, Aug., p. 75. 


SCOVILL MFG. CO. 
Scovill changed its selling strategy drastically when it switched from parts 
to full products manufacture, Nov., p. 108. 


SEARES, AL N. 


Tells how industrial sales managers should go about doing a better job, 
July, Pp. 99. 


SEIDEL, R. B. 


A president eyes the ad budget and considers cutting it. AIA report, July, 
p. 70. 


SELF -REGUIATION IN ADVERTISING 
Commerce Department booklet receiving wide distribution, Oct., p. 172. 


SELLING, see also SALESMANSHIP 
Atohm Electronics uses new twist in telephone selling called Dial-for-Data, 
Feb., p. 100. 
1980's sales communicators must be educators to motivate prospects, says 
James B. Strenski, Feb., p. 145. 
How industrial salesmen are paid, Mar., p. 73. 
Columbia University to study industrial sales methods in five-year research 
project, Mar., p. 12. 
Home-made movies clear sales obstacles by reducing the number of sales calls 
needed by Barry Hyman Co., May, p. 101. 
Electronic vs. mechanical controls: how Veeder-Root sold the bulk petroleum 
industry an automated system, May, p. 147. 
Two McGraw-Hill studies analyze cost of sales calls and how industrial 
salesmen spend their time, May, p. 18). 
The industrial salesman isn't vanishing (editorial), June, p. 83. 
Business paper advertising and the cost of selling as revealed in McGraw- 
Hill's study, June, p. 10). 
Field salesmen linked to computers by the Data-Verter System, July, p. 53. 
% Ad a and ad budgets; how one helps build and sell the other, Aug., 
p. 99. 
Are distributors ignoring the 'nuts-and-bolts' items? Sept., p. 36. 
Scovill Mfg. changed its selling strategy drastically when it switched from 
parts to éntire products manufacture, Nov., p. 108. 
% Warner Electric Brake & Clutch uses a simple approach to sell a complex 
product through distributors, Dec., p. 70. 


SHAKEPROOF DIV., ILLINOIS TOOL WORKS 


Sample sent out by Shakeproof Div. convinces prospects of new screw's 
capabilities, July, p. 116. 
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SHEINBAUM, FRED 
Is foreign licensing for you? Jane, p. 82. 


SIEGIE, HENRY J. 
How Monsanto builds effective advertising through pre-testing and post-testing 
of its ads, June, p. 110. 


SLIDE PRESENTATIONS, see AUDIO-VISUAL AIDS 


SMALL BUSINESS 
Ads build Trojan's strength to fight the giants in the construction industry, 
Dec., p- 138. 


SMALL UNIT SALE ITEMS 
_ Are distributors ignoring the 'nuts-and-bolts' items? Sept., p. 36. 


A. O. SMITH CORP. 
How its manufacturing facilities produce highest quality in products. ABP 
winner, May, p. 96. 


SMITH, DOUGLAS K. 
* Painless way to split a salesman's territory, Sept., p. 106. 


SMITH, MAURICE L. 
Adman, back that salesmani Mar., p. 76. 


SMITH, SEYMOUR 
Seven steps in evaluating industrial trade shows, Oct., p. 131. 


SPACE BUYING & SELLING 
GE's C. K. Emery offers 12 do's and don'ts for space salesmen, Apr., p. 143. 


SPIROID DIV., ILLINOIS TOOL WORKS 
One sure way to get your catalog read. Sptroid contest induces engineers to 
read catalog on new product, Oct., p. 116. 


STAFFORD, WILLIS 
Double duty ad introduces high-rise building valves for American-Standard, 
DeCey Do 140. 


STANDARD RATE & DATA SERVICE 
McGraw-Hill and SRDS discussing joint ad measurement venture, Mar., p. 152. 
SRDS buys National Register Publishing Co., Apr., p. 150. 
McGraw-Hill and SRDS form media measurement service, June, p. 168. 


WM J. STANGE CO. 
Stange's ads overcome problem of necessity for product secrecy. ABP winner, 
May, p. 97. 


DANIEL STARCH & STAFF, see WHICH AD ATTRACTED MORE READERS? 


STATE FARM INSURANCE COMPANIES 
Emphasizes its long-range objectives to build life-insurance image. ABP 
winner, May, p. 99. 


STATE GOVERNMENTS 
How to sell to state, county and city government markets, Sept., p. 139. 
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SUPPLIER ADVERTISING ! 
How Westinghouse Air Brake got {60,000 worth of free advertising in supplier 
ads, Feb., p. 91. 


TEACHING MACHINES 
GE educates distributors with teaching 'machines,' Sept., p. 115. 


TEASER CAMPAIGNS 
Arouse interest in new Weber marker with a teaser campaign based on an 
espionage theme, Oct., p. 152. 


TELEPHONE SELLING 


Atohm Electronics uses new twist in telephone selling called Dial-for-Data, 
Feb. 9 De 100. 


TELEPHONE SURVEYS 


Telephone survey helps Dodgen build sales. Results in needed market research 
information as well as low-cost sales leads, Nov., p. 80. 


TEXAS INSTRUMENTS INC. 
Texas Instruments maps the way to management's mind by using research to 
determine new buying influences, June, p. 87. 


HENRY G. THOMPSON & SON CO. 


Thompson provides its distributors with free help in compiling product 
directories, July, p. ll. 
Thompson uses local trade shows with outstanding results, Aug., p. 92. 


3M COMPANY 


3M Company develops a new look for coated abrasive ads, by using case 
histories describing new uses for the product, Nov., p. 12. 


TIMES WIRE & CABLE CO. 
‘Diet kit' invites prospects: "prove it yourself!', Feb., p. 83. 


TIMKEN ROLLER BEARING CO. 
Striking case histories gain recognition for Timken, Nov., p. 161. 


TOP MANAGEMENT SPEAKS 
Ralph J. Cordiner (GE) on the importance of knowing your business, Jan.,p. 99. 
D. L. Price (Norton Co), Chas. M. Beeghly (Jones & Laughlin), J. Allan Maclean 
(Dodge Mfg.), and Jos. B. Lanterman(Amsted) on what to do with a 10% marketing 
budget increase, Feb., pe li. 
Dr. Louis T. Rader (Univac) on the development of total marketing system, 
Mar., pe 12. 
Arnold H. Maremont (Maremont Corp.) on combining business and idealism, 
Apr., p. 72. 
John I. Snyder (U.S. Industries) on new markets and unemployment, Apr., p. 81. 
Lammont duPont Copeland (duPont) on the partnership of government and 
business, Apr., p. 120. 
Roger M. Blough (U. S. Steel) on technological changes and job security, 
May, p. 92. 

Carpenter (Chain Belt Co.) on twelve disturbing questions that haunt 

management, June, p. 120. 
Je gag Smith (GE) on the importance of broad plans and salesmanship, 
July, p. ‘ 
Lynn A. Townsend (Chrysler) on a common market for U.S. and Canada, July, p. 92, 
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TOP MANAGEMENT SPEAKS (continued) 
Richard S. Reynolds Jr. (Reynolds Metals) on the importance of initiative in 
management, July, p. 108. 
George R. Vila (U. S. Rubber) on the necessity of the ad manager's: setting 
goals for advertising, Aug., p. 7h. 


TRADE ASSOCIATIONS 
List of associations serving electronics, May, p. 155. 
Associations in the goverrment field, Sept., p. 161. 
List of associations serving the metalworking industry, Nov., p. 177. 
Associations can help in construction marketing. How the Perlite Institute 
helped member companies develop and promote a new building product, Dec.,p. 13. 
List of associations serving the construction industry, Dec., pe 152. 


TRADE SHOWS & EXHIBITS 
Industrial Shows: Jan., p. 3h; Feb., p. 33 Mar., p. 38; Apr., p. 38; May, 
p. 40; June, p. 46; July, p. 38; Aug., p. 38; Sept., Ps Su; Oct., p. 56; 
Nov., p.- 40; Dec., pe 32.6 
Worthington literature machine scores with trade show prospects, May, p. 103. 
Measurements of trade show value begun by Exhibit Surveys, June, p. 63. 
Henry G. Thompson uses local shows with outstanding results, Aug., p. 92. 
Whitney Blake revamps one-man displays for appeal and effectiveness, Sept., 
p. 118. 
U. S. shows find new markets overseas, Oct., p. 33. 
Assn. of National Advertisers moves to set up trade show audit, Oct., p. 79. 
Seven steps in evaluating industrial trade shows, Oct., p. 131. 
How P, R. Mallory measured a show by mail, Oct., p. 13). 
How Allis-Chalmers decides on trade shows - and how it plans carefully to 
get the most out of each show, Oct., p. 138. 
How Westinghouse uses trade shows for full promotion, Oct., p. ll. 
How Xerox coordinates its trade show activity, Nov., p. 8. 


TRADENAMES , TRADEMARKS & TRADE CHARACTERS 
Cartoon character pulls 1,000 inquiries for Kimberly-Clark, Jan., p. 91. 
Company's growth feeds on unified advertising, ITT believes. Change in 
trademark helps, June, p. 97. 
How long should you keep the names of acquired products? July, p. 28. 


TROJAN DIV., YALE & TOWNE INC. 
Ads build —" strength to fight the giants in the construction industry, 
Dec., Pe 13 ° 


TUNNICLIFF, DAMON P. 
Anaconda Aluminun's tiger roars out a sales message to sell a new packaging 
concept, May, p. 93. 


UNITED-CARR INC. 
How United-Carr licks the problem of small orders by sétting up a special 
division to handle them, July, p. 86. 


S. GOVERNMENT 

Mergers, markets and the government; trends in the attitude of government 
toward monopolies, Sept., p. 73. 

Looking into the U. S. government market; an overview. Lists products pur- 
chased by Uncle Sam, plus dollar volume of buying by individual government 
branches, Sept., p. 129. 

How General Binding learned to sell to the federal government, Sept., p. 146. 
Associations in the government field, Sept., p. 161. 
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U. Ss INDUSTRIAL CHEMICAIS 
What ‘editorial’ ads can and can't do in the experience of U. S. Industrial 
Chemicals. AJA report, July, pe 7h. 


U. S. RUBBER CO. 
U. S. Rubber follows six steps in setting "approvable" advertising plans. 
AIA report, July, p. 70. 


UNIVERSITY OF CALIFORNIA AT LOS ANGELES 


New direct mail twist doubles errollment in short-term course for engineers 
at U.C.L.A., May, p. 82. 


VAN PELT, WILLIAM FH. 
How Westinghouse uses trade shows for full promotion, Oct., p. lil. 


VAN FRODUCTS CO. 


Uses —— to inform distributor salesmen of product developments, 
Oct., p. 156. 


VANSANT, DUGDALE & CO. 
* Trends in client-agency contracts (includes text of operating agreement 
between Black & Decker and its agency, VanSant, Dugdale), Apr., p. 73. 


VEEDER-ROOT INC. 
Electronic vs. mechanical controls: how Veeder-Root sold the bulk petroleum 
industry an automated system, May, p. 1h7. 


VENEZIAN, ANGELO 
Business paper ad dollars set new record; page volume moves up, too. Annual 
study prepared by Angelo Venezian, Nov., p. 22h. 


VIDMAR INC. 


Vidmar movie turns out to be versatile sales and sales training tool, Oct., 
p. 128. 


VISUAL AIDS, see AUDIO-VISUAL AIDS, FILMS 


WARDELL, CHARLES C. 
Know your customers! objectives, Wardell urges New York t.f. Club, Mar., p. 12h 


WARNER ELECTRIC BRAKE & CLUTCH CO. 


# Warner uses a simple approach to sell a complex product through distributors, 
Dece,y Pe 70. 


WASHINGTON REPORT 
Jan., pe 613 Feb., pe 65; Mar., p. 59; Apr., p. 573 May, p. 693 June, p. 773 
July, p. 61; Aug., p. 633 Oct,.p. 99; Nov., p. 71; Dec., p. 63. 


WEBBER, ROBERT E. 
How Xerox coordinates its trade show activity, Nov., p. 8h. 


WEBER MARKING SYSTEM 


Arouse interest in new marker with a teaser promotion based on an espionage 
theme, Oct., Pe 152. 


WESTINGHOUSE AIR BRAKE CO. 


How Westinghouse Air Brake got $60,000 worth of free advertising in supplier 
ads, Feb., p. 91. 
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WESTINGHOUSE ELECTRIC CORP. 
A look at six topsnotch sales promotion programs, Janey Pe The 
How Westinghouse uses trade shows for full promotion, Oct., p. 11 


WEYERHAEUSER CO. 
Weyerhaeuser and dealers form marketing partnership with ‘registered home! 
program, Dec., Pe 123. 


WHICH AD ATTRACTED MORE READERS? 
Product versus people (South Bend Range and The G, S. Blodgett Co.), Jan.,p. ll. 
Newsletter approach versus illustration (Delrin Pipe and California Chemical 
Coe), Feb., Pe 43. 
Color versus black-and-white (Consolidated Freightways and Interstate System), 
Mar., pe il. 
Conventional layout vs. cross-section view (Hancock Valves and KéM), Apr. p. kil. 
Single copy block vs. two separate products (Brummer Seal Division and 
Garlock, Inc.), May, p. hi7. 
Explicit illustration vs. symbolic illustration (Cyanamid Melmac and 
Melamine Council), June, p. 53. 


Promise of proof vs. conventional claim (Gates Truck Tires and McCreary Tire 
& Rubber Co.), July, p. 3. 

Detailed application vs. stylized art (Calgon Corp. and North American 
Mogul), Auge, Pe 43. 

General reference vs. specific promises (Worcester Valve Co. and Lunkenheimer 
Co), Sept., p. 63. 

Quality protection vs. conventional features (Rex Chainbelt and Timken 
Bearings), Oct., pe 69. 

Arty generalities vs. specific selling points (two Asco Valves ads), Nov.,p. 45. 
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